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Si Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


Here’s what Bell did when it wanted to = 


reach a ate pantie through new dealers, 
with a new idea. 


How Allied Chemical introduced a new 
product in a direct mail campaign with — 
imagination and excitement. 
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A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 


Mayflower simplifies even 
the most complicated moves 


ee 
cue ‘ 


Maytione 


_WORLO-Mive MOVERS 


America’s Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French’s elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 
equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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Do people read between the nest, ) 
(4 (hd s a 


You do — and so do your customers. 
When this interior decorator, for 
example, studies your catalog, he sees 
more than just text and pictures. 
Unconsciously he is reading 
between the lines for evidence of 
your company’s character. He looks 
for the quality image that only a 
good printer can help you achieve. 
Select your printer carefully — 
and early enough to get his help 
in the planning stages. Very 
likely he will specify a Warren 
paper, because he’ll get better 
results — and so will you. 

S. D. Warren Company, 

89 Broad St., Boston, Mass. 


Warren's printing papers make a good impression 
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D ll nt is deeply rooted in American 


life. From childhood, books, magazines 


and newspapers fix and shape our broad and basic picture of 

what America is and means. We may turn to other media for 
diversion, but it is a national habit to base important decisions on 
what we see and read in print. This is why the most successful 
advertisers give first consideration to print media... national 
magazines, roto magazines circulated through newspapers, and 
local newspapers .. . as the foundational structure for advertising 
and marketing. It is respect for print... for what America's 
advertisers say in print... that has built the buying habits and 


brand preferences of the American people. 


Johnson is a Texas-born 
esigner and illustrator who 
now works and teaches 

in San Francisco 


We have a professional as well as a personal re- 
spect for print because, for more than a quarter- 
century, we have watched what printed advertising 
can do from the technical vantage point of a 
national photoengraver. During this time many 
successful print advertising campaigns have 
passed through our shop. We have worked closely 
with art directors, artists and photographers, who, 
sharing our respect for print, have joined with us 
to develop and publish this series of advertise- 
ments as atribute to America's national magazines 
and newspapers 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s finest photoengraving plant for letterpress and gravure +« 333 West Lake Street, Chicago 
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r) Just Between Us... 


How to Get Better Postal Service 


Everybody uses the mails, and advertising and sales promotion executives 
make large and constant use of Post Office facilities. 


There has been a good deal of justifiable complaint in the past regarding 
delays in delivering the mail, and since time is of the essence in many di- 
rect mail projects, assurance that the mail is handled promptly and sent on 
its way to its destination without unnecessary delay is of primary importance. 


Fred Belen, Assistant Postmaster General, made a highly constructive sug- 
gestion at a Circulation Seminar in Chicago sponsored by Advertising Publi- 
cations Inc., publisher of A&SP, and by a number of co-operating associations. 
Because the application of his idea will cost nobody anything more than a 
little extra care in planning and depositing mail in the Post Office, I think 
it is important to give it as wide circulation as possible. 


Mr. Belen points out that the heaviest deliveries of mail to the Post 
Office are in the late afternoon and early evening hours. At that time of day 
the facilities of every Post Office in business centers are taxed. One might 
say that they are overtaxed. Yet every day, in the morning and early after- 


noon hours, equipment and men are standing idle, with no mail available for 
handling. 


Obviously delivering the mail, especially third-class, to the Post Office 
in the morning will get expedited handling and therefore much faster delivery. 
It's as simple as that. Mr. Belen has pointed out an obvious fact, but some- 
times the obvious is overlooked. Readers who are putting bulk mailings into 
the Post Office will find that they will get greatly improved service by 
making certain that they are deposited before noon. 


RE aic/ 


G. D. Crain Jr. 
Publisher 
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How high 
is high? 


@ This effective, merchandising dis- 
play cost the advertiser only a feu 
dollars! Yet it is one of the highest 
in first cost we have ever built. 

rhe reason is that the retailer was 
happy to buy the display because it 
has been highly successful in moving 
merchandise and thereby increasing 
dealer profits. Thus, the advertiser 
recovered most of his display costs 

While this display was expensive, 
it would have been much more so if 
we had not used wire for almost all 
the structural parts. Wood, hard- 
board and sheet metal have been 
used for appearance. Each material 
has been employed so as to take full 
advantage of its special properties 

Why not consult us the next time 
you have a display problem? 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY and SHELBY STREETS 
INDIANAPOLIS, INDIANA 


nufacturers and Designers of Displays from 
nation with other materials 


since 1945 
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ni Advertising & 
Sales Promotion 


How to Promote a New Concept 
When you want to reach new markets by 
breaking through with a new distribution 
system, you need a special program. 
Andrew Lorant 


Addressing Systems ge a 
An Advertisers Buying Guide examines the 
high-speed addressing systems available on 
today’s market. Milton Gershman 


A Teaser Campaign with Trains 
How Allied Chemical used model trains to 
arouse excitement over a new product. 


James P. Foley 


How Packaging CreatesaLline ......... 67 
Here’s how DeSoto Chemicals took an as- 
sorted group of packages, and built a family 
of it. Tom Lester 


How a Magazine Printed a Calculator 


This unusual printed calculator, bound as an 
insert in Industrial & Engineering Chemistry, 
is the latest in the Printing of Merit series. 


DEPARTMENTS ROO AIR cor ce ines 
Packaging & Labeling ..... 
Premiums, Prizes & Special 


Art & Photography ties 


Audio & Visual Aids Shows & Exhibits 
Direct Advertising Signs & Displays 


REGULAR FEATURES The Editor's Notebook 


Film Review 
Just Between Us 
Buyers Guide & Advertisers Next Month in A&SP 
Index Promotion Almanac 
Books for Admen Readers Write . 
Coming Conventions A&SP Reprints 
Competitions to Enter Sales Promotion News 
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How to Get Good Messenger Service 


Some practical suggestions from getting more from this 
essential service for advertisers and agencies. Irving Seiden 


How Ribbons & Bows Help Dealers Sell 


A kit of pre-tied bows made it easy for dealers to make 
an exciting and brilliant display room for Kelvinator. 


To Sell em . . . Get ’em on the Floor 


A P.O.P. Portfolio shows a selection of recent mass displays 
designed to move merchandise into the customer’s hands. 


Signs that Keep Selling 


How a California appliance dealer uses uiaiiiitie letter 
signs to build in-store traffic. Bert Goldrath 


How to Save Money on Simple Presentations 


A sales promotion man gives more than a dozen sotliidinuas 
that don’t need specialized skills. Eric Adams 


How a Wholesaler Helped Retailers Learn and Use Sales Promotion 


Plumbers are not especially good merchandising men, but 
here’s how a wholesaler helped his customers improve. 
Edward R. Lucas 

How to Get Stock Photos from Government 


A guide to the many files of photographs eniiiatile in 
Washington, one of which may be that hard-to-find one. 
Rance E. Crain 

What You can Get from Photography sas 
Here are some interesting ways to get unusual effects 
when you use photographic illustrations. Donald R. Spear 


How to Exhibit Sound 


Explaining an intangible, being institutional, including 
sales value, makes a difficult combination, solved well here. 


Beauty Contests can be Profitable 


No-Cal beverages have found promoting the trim figure a 

logical way to promote a soft drink. David Alan Kirsch 
Chess in a Window 

Here’s how a savings and loan association used a local 

expert and got national publicity. Allen Sommers 
How to Sell Time 

It takes a lot of promotion to sell oliiiee of clocks; here 

are some of GE’s successful campaigns. Allen G. Bradford 
How to Make Real Money with Play Money ot 

The job of opening new retail outlets was given oalely to 

an incentive contest, which ended in an auction sale. 

Phil Seitz 

Look at the Press 

When buying printing, says this buyer, be sure to pick the 

printer with the right size press for your job. John T. Davis 
How Photo Make-Up Saves Time 


Modern composition and lay-out reclvebanes helped a de- 
partment store meet a tight deadline. Peg Gleason 





WHY NOT 
FROST 


CAKE? 


Add the finishing touch 
to your product wrappings 
with Thilco TRADEMARKED 

Protective Papers 


Plain, undecorated wrappings are like 
a cake without frosting—dull, ordinary, 
lacking in eye-appeal and ‘‘salesman- 
ship.” For just pennies more than plain 
Papers, you can add attractive PRINT- 
DECORATING to Thilco’s Protective 
Wrapping Papers. ‘‘Personalized”’ pack- 
aging papers work twice as hard for 
you. They advertise your brand name 
to vast new audiences, provide imme- 
diate identity and boost the buy-appeal 
of your products. They can include 
product model identification and code 
information to simplify inventory. When 
printed with use or assembly instruc- 
tions, content analysis, etc., you save 
by eliminating expensive inserts. Profit 
from the many sales-building advan- 
tages of Thilco PRINT-DECORATED 
Protective Papers. Write for complete 
information, today! 


ETC Si Me lie | 
finds Thilco Trade- 
marked Poly-Kraft 
provides outstancing 
lee ratte ls 
engine parts, plus 
PE lt Mle ll) 
name advertising, 
CES a he 
identification and 
prestige. 


Thilco makes Protective Papers of 
every kind, type and description. What- 
ever your needs — Waterproof protec- 
tion, prevention of moisture-vapor 
transmission, control of grease and oil 
penetration or general decorative pack- 
aging — there's a Thilco Protective 
Paper made to fit your most exacting 
requirements, and which can be fur- 
nished in sheets, rolls, pre-cut sheeted 
rolls and specialty bags. 


THILCO PAPERS INCLUDE: 
Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Barri- 
ers, Non-Staining Resin Lam- 
inates, Polyethylene Treated 
Papers, Glassines and Grease- 
proofs, and Specialty Krofts 
and Bags. 


Write for free Sample Kit 


NEW YORK * CHICAGO * DETROIT * BOSTON 
PHILADELPHIA + CINCINNATI * KANSAS CITY 
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Gotta Sign 
Problem? 


Sign Crafters’ 
Salesmaker Signs 
Attract People! 


and people are the people who 
buy your product and service. 
That’s why sales engineered displays 
from Sign Crafters are proving them- 
selves effective, day after day, all 
across the country. 
Some of the major names in brand 
name advertising have chosen Sign 
Crafters, and their affiliated com- 
panies, to create and supply their 
outdoor and indoor signs, clocks, 
and spectaculars. 
Write or call us before you develop 
your next program. Ask about our 
sign rental program. 


- Sign Crafters, Inc. 


2010 South Kentucky Avenue 
Evansville, Indiana 
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The Editor's 
Notebook 


An Editor's Dilemma... 


Not Easy to Walk 
The Straight and 
Narrow 


The first duty of a publication— 
or at least, of a publication like this 
—is to be of service to its readers. 
Their problems are our problems. 
Our aim is to help them find the 
answers which come up every day 
in their professional activity. 

The trouble is: there is no single 
answer that is correct in all situa- 
tions, at all times, for all people. 
Selecting the right solution is a 
matter of judgment, of establishing 
values and criteria for each situa- 
tion, and measuring the possible 
answers against these yardsticks. 
This is one reason why our readers 
are, on the whole, satisfied with 
their jobs; they are stimulated by 
the series of challenges. 

But in helping our readers meet 
their challenges, we are faced with 
challenges of our own. We have to 
discuss questions to which there are 
no clear answers; we have to wend 
our way through the maze of con- 
flicting claims. Which is better, an 
independent package designer or a 
supplier’s design staff? Should I 
produce my own film or should I 
retain a producer? Is lithography 
better than letterpress? Should you 
buy an exhibit through your ad- 
vertising agency or deal directly 
with the design studio? 


>» We can dodge these questions, but 
if we do, we are dodging our re- 
sponsibilities to our readers, and 
this is something we will not do. 
But if we try to answer them, we 
cannot possibly make everybody 
happy. Some people, with a special 
axe to grind (and who doesn't, 
these days?), go through an article 
with a fine tooth comb, looking for 
a sentence that isn’t wholly ap- 


Display typefaces in this issue 


proving, tearing it from its context, 
and then writing us a letter taking 
us to task for presenting a one- 
sided view. Of course, the previous 
sentence or the previous paragraph, 
or perhaps the one following, pre- 
sents arguments in his favor, but 
that really doesn’t count. 

The reason for this speculation is 
the early reaction to the article by 
Ed Sachs we ran in our June issue, 
on small office presses. We decided 
to include this topic in our Adver- 
tisers Buying Guide series for a 
very simple reason: our readers 
were concerned with making deci- 
sions in this area. 

Paper mills had been telling us 
about the increased amounts of pa- 
per they were selling in the small 
pre-cut sizes. Press manufacturers 
were becoming interested in this as 
a potential market. And most im- 
portant of all, a survey of major 
advertisers showed that many 
companies were actually installing 
such presses. 

Whether they were right or 
wrong is beside the point. Actually, 
some of them were right and others, 
wrong. Our purpose must be to help 
readers reach the right decision for 
themselves, to give them unbiased 
information that will enable them 
to better weigh the conflicting 
claims of competitive interests. 


>’ One of the letters we received 
after we ran “Small Office Presses” 
was from a letter service in St. 
Paul, Minn., who objected, among 
other things, to our statement that 
there were three which 
companies gave for doing its own 
printing: cost, speed and security. 
It pointed out that it felt that it 
could meet all three objections, and 
perhaps it can. But that isn’t the 
question at point. The fact is that 
many companies take this step be- 
cause they believe that they can 
improve the services they are get- 


reasons 


19—Hellenic Wide; 23, 25—Record Gothic Con- 


densed; 28—Tempo Bold Condensed; 30—-Tempo Bold Condensed Italic; 37—Craw 
Clarendon; 43, 52—Record Gothic Condensed; 54—Record Gothic & Handlettering; 
57—Record Gothic Bold Extended; 62, 63—-Record Gothic Condensed & Tempo Bold: 


67—Dom Casual; 73—Discus Script; 


75—Legend; 77—Bodoni Campanile; 81— 


Bodoni Bold & Mistral; 87—Hellenic Wide; 91—-Bodoni Bold; 94—News Gothic; 


98—Record Gothic Bold Extended 





ting in the areas of cost, speed and 
security. Maybe those in St. Paul 
are wrong, and perhaps those in 
other places. But some companies 
are buying this equipment and these 
are the reasons they give. 

Our St. Paul correspondent con- 
veniently stopped reading that arti- 
cle at that point, as far as we can 
tell, since he makes no mention of 
the next few inches, in which we 
post up a few warning signs for 
people who are thinking of making 
the investment required. 


> This kind of reaction occurs in al- 
most every area we discuss. One 
month we run an article about how 
an advertiser produced a low-budg- 
et picture, and we get a letter from 
producers objecting to our encour- 
agement of do-it-yourself film pro- 
duction. The next issue we run a 
report of a fine production whose 
cost runs in the upper brackets, 
and film producers write us, com- 
plaining that we are discouraging 
sponsors from thinking about films. 

We run an aarticle telling about 
why one advertiser preferred let- 
terpress, and we get an irate letter 
from a lithographer, accusing us of 
undermining his industry, but 
when, the next month, we do a 
piece on another advertiser's selec- 
tion of lithography, we don’t hear 
from him. No, it’s the letterpress 
boys who write. 

We're complaining. We've 
been in this business long enough 
to realize that there is no such 
thing as complete objectivity and 
impartiality. If we are to give both 
sides of a question, so our reader 
may judge them according to his 
own values, we are bound to make 
some statements that not ac- 
cepted by those with special inter- 
ests. 


not 


are 


But we do hope that these special 
interests will realize that we have a 
job to do: that an and a 
magazine must be read and judged 
as a whole; that we are always glad 
to have factual e1 
attention. 


article 


rors called to our 


> Our theory of editing is that 
first duty is to our readers, and that 
this is the best possible service we 
can 


oul 


render to our advertisers as 
well. We recognize the fact, as must 
all of our readers, that almost every 
business magazine depends upon 
But adver- 
tising can be effective only when 
it has the opportunity to reach the 
reader, and it takes editorial integ- 
rity and value to make a reader out 
of a recipient. The 


not synonymous. 


advertising for revenue. 


two terms are 


GUARANTEED SALES BOOSTERS 


* SUPERB HIGH 


EXCITING LOW PRICES 


Norther 


QUALITY! 


* Guaranteed by * 
Good Housekeeping J 


World’s Oldest and 
Largest Manufacturer of 


Electric Blankets 
~rFeating Pads 


NOMAD 


Deluxe throughout. Perfect for gift giving .. . 
the finest electric blanket on the market today. 
Made with luxurious, expensive Acrilan. Nylon 
binding guaranteed to outlast the blanket. 


BUDGET 

PRICED 

FULLY 

AUTOMATIC 

ELECTRIC BLANKETS 

Medium and economy grade blankets are 
available where price is important. Washable 


e Pastel colors in twin and double bed, single 
and dual control models e Fully guaranteed 


Northern ELECTRIC SOCKS 


Unique gift for sportsmen or sufferers from 
cold feet. Ideal for hunters, skiers, ice fisher- 
men, football, hockey fans, and others ex- 
posed to cold weather. Fully guaranteed. 


FULLY AUTOMATIC ELECTRIC BLANKETS 


Exclusive sonifresh BACTERIA RESISTANT 
bindings ¢ Washable e Choice of 6 pastel 
colors ¢ Twin and double bed, single and 
dual control models e Fully guaranteed 


Northern DELUXE or ~ 
BUDGET-PRICED HEATING PADS 


Finest selection of pads in Northern's 47 year 
history. 100% WETPROOF. Exclusive sani- 
fresh covers resist germs, odors, bacteria. 
Wide range of styles. Colorfully gift pack- 
aged e Fully guaranteed 


Northern FULLY AUTOMATIC 
ELECTRIC BED COVERINGS 


Portable—for home or travel. Operates 
exactly like an electric blanket. Washable. 
Lightweight, easy to carry in colorful zippered 
travel bag. Single and double bed models. 
e Fully guaranteed. 


RUG aC 0 ee 
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Our advertisers, on the whole, 
recognize this. They accept the fact 
that their ads will produce results 
only if the independence and prac- 
tical value of the magazine is rec- 
ognized by its readers. Together, I 
hope we are bringing you material 
of value. And by the way, don’t 
hesitate to let us know when we 
miss the mark, or when we seem to 
be shooting at the wrong target. 
And we like to know when we've 
been especially helpful, too. Editors 
are, in spite of the fact that there 
are those who refuse to admit it, 
human and therefore possess some 
human faults, like love of praise. 


Eternal Fame on Call . . Smitty 
Kogan, Hicks & Greist, 555 5th Av., 
New York, has sent out a call for 
help from fellow p.r. men. Mr. Ko- 
gan is preparing a textbook for the 
Alexander Hamilton Institute’s ex- 
ecutive development business 
course, and wants case histories of 
p.r. programs, successful or other- 
wise. He promises full credit and an 
opportunity to immortalize, more or 
less, a client or two. Don’t write us; 
write Mr. Kogan. 


Have a Heart . . WQXI, Atlanta 
radio station, asked its listeners to 
identify a nationally-known celeb- 
rity by listening to his heart beats. 
This was the opening clue in a con- 
test designed to build audience. The 
clues got easier after that, day by 
day, and after the sound effect, they 
used words. As far as we know, no- 
body picked the celebrity on the 
fifst day. 44 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 
“New since last month. 


AUGUST 


6-12 . . . 1961 Annual Public Relations 
Institute. (Public Relations 
America & Cornell University). Cornell 
campus, Ithaca, N.Y. 

6-9 . Intl. Assn. of Printing House 
Craitsmen (Gradie Oakes. Process Color 
Plate Co.. 1200 W. Monroe St.. Chicago 
7). Palmer House, Chicago 

23-29 . . . Advertising Specialty National 
4ssn., (1145 19th St... NW, Washington), 
Palmer House, Chicago 


Society of 
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28-Sept. | . Educators’ Conference 
(Tecnifax Corp., 195 Appleton St., Holy- 
oke, Mass.) Holyoke, Mass. 


SEPTEMBER 


25-28 . . . New York Premium Show, 
(Premium Advertising Assn. of America, 
12 W. 72nd St., NW), Coliseum, N. Y. 
27-30 . Natl. Assn. of Photo-Lithog- 
raphers, (317 W. 54th St.. NY 36), Com- 
modore, N. Y. 


OCTOBER 


3-5 ... Business & Corporate Gift Show, 
(12 W. 72nd St, N. Y.), Trade Show 
Bldg., N. Y. 


*4-7 . . . Intl. Typographic Composition 
Assn. (15th St. & New York Av., NW. 
Washington), Queen Elizabeth, Montreal 


6-9 . . . Mail Advertising Service Assn., 
(622 5th St.. NW, Washington 1) Statler- 
Hilton, N. Y. 


*9-14 . . . Printing Industry of America 
(5728 Connecticut Av... NW, Washing- 
ton), Statler-Hilton, Pittsburgh 


10-13 .. . Direct Mail Advertising Assn.. 
(3 E. 57th St. N. Y. 22), Statler-Hilton, 
N. Y. 


13-15 . . . Screen Process Printing Assn 
Intl. (549 W. Randolph St., Chicago 6), 
Netherland Hilton, Cincinnati 


*18-20 Packaging Institute Inc 
(342 Madison Av., N. Y. 17). Biltmore, 
N. Y. 


22-27 . . . Outdoor Advertising Assn. of 
America, (24 W. Erie St., Chicago 10), 
Diplomat, Hollywood-by-the-Sea, Fla. 


23-25 American Photoengravers 
Assn., (166 W. Van Buren St., Chicago 
4), Pittsburgh Hilton, Pittsburgh 


28-31 . . . Natl. Automatic Merchandis- 
ing Assn., (7 S. Dearborn St., Chicago 
3). McCormick Place, Chicago 


*31-Nov. 3... Vail. Paper Trade Assn 


(220 E. 42nd St.. N. Y. 17). Conrad Hil- 
ton, Chicago 


*31-Nov. 2... Packaging Assn. of Can 
ada (1835 Y onge es Toronto 7. Ont.) 
Automotive Bldg., Toronto 


Promotion 


Almanac 


Holiday Cooking With Butter Time . 
sponsored by American Dairy Assn., 20 
N. Wacker Dr., Chicago 

Nov. 1-7 


National Art Week sponsored by 
local art associations throughout United 
States 

Nov. 1-30 
Raisin Bread Sales Month . . . sponsored 
by Natl. Bread Sales Months, 111 N 
Marion St., Oak Park, Ill. 
Sour Cream Time sponsored by 
American Dairy Assn., 20 N. Wacker 
Dr., Chicago 
March for Muscular Dystrophy 


sponsored by Muscular Dystrophy Assn. 
of America Inc., 1790 Broadway, N. Y. 
19; c/o Robert Ross, Director of Public 
Information 


Nov. 3 
World Community Day sponsored 
by United Church Women, 475 Riverside 


Dr, We eet 


Nov. 3-Dec. 3 
Jewish Book Month . . . sponsored by 
Natl. Jewish Welfare Board, 145 E. 32nd 
a. 2. 


Nov. 5-11 


imerican Education Week . . . spon- 
sored by The American Legion, 700 N. 
Pennsylvania St., Indianapolis 6; Natl. 
Congress of Parents and Teachers, 700 
N. Rush St., Chicago 11; Natl. Educa- 
tion Assn., 1201 16th St., NW, Washing- 
ton 6; Office of Education, Dept. of 
Health, Education and Welfare, Wash- 
ington 25 

Cat International Week . sponsored 
by The American Feline Society Inc., 


41 Union Square W., N. Y. 3 


Nov. 6-12 


Industrial Vision Week sponsored 
by American Optometric Assn., 4030 
Chouteau Av., St. Louis 10 


Nov. I! 
Veterans Day 


(formerly Armistice 
Day) 


Nov. 12-18 


Diabetes Week sponsored by Ameri- 
can Diabetes Assn., 1 E. 45th St., N. Y. 
17 

Nov. 12-19 
World Fellowship Week . . . sponsored 


by Young Women’s Christian Assn., 
U.S.A., 600 Lexington Av., N. Y. 22 


Nov. 13-18 
Youth Appreciation Week .. . 
by Optimist Intl., 1721 
change, St. Louis 

Nov. 13-19 


Children’s Book W eek ° ° sponsored by 
Children’s Book Council, 175 Fifth Av., 
N. Y. 10 
Salute the Housewife Week . . . spon- 
sored by American Institute of Launder- 
ing, Joliet, Ill 

Nov. 14-Dec. 31 


Christmas Seal Campaign . . . spon- 
sored by Natl. Tuberculosis Assn., 1790 
Broadway, N. Y. 19 

Nov. 15-Jan. 1, 1962 
Holidays are Pickle Days . . . sponsored 
by Natl. Pickle Packers Assn., 202 S. 
Marion St., Oak Park, III. 

Nov. 17-23 
Farm City Week . . . sponsored by Natl. 
Farm-City Committee, c/o Kiwanis 
Intl., 101 E. Erie St.. Chicago 11 

Nov. 18 
Sadie Hawkins Day 

Nov. 19 


Equal Opportunity Day . . . sponsored 
by Natl. Urban League, 14 E. 48th St.. 
N. 2. 37 

Nov. 19-25 


Vational Cage Bird Week... sponsored 
by Natl. Cage Bird Week Inc., P.O. Box 
943, Fond du Lac, Wis. 


Nov. 20-26 


Know Your America Week . . . spon- 


sponsored 
Railway Ex- 





sored by All-American Conference To 
Combat Communism, 917 15th St., NW, 
Washington 5 


Nov. 23-30 


National Indigestion Week . . . spon 
sored by Church & Dwight Baking Soda, 
70 Pine St., N. Y. 


Nov. 23 
Thanksgiving Day 


(Presidential 
Proclamation) 


COMPETITIONS 
for you 


TO ENTER 


AUGUST 


Miles Kimball Awards 
Sponsored by Mail Advertising Service 
Assn. Intl., 135 W. Wells St.. Milwau- 
kee 3, Wis. Highest honor in direct 
mail advertising for those who have 
produced outstanding direct mail or 
otherwise influenced the industry. Send 
nominations to Elias Roos, Chairman 

Judging Committee. 
Closes Aug. 1 (tentative) 


Flexible Packaging 
Sponsored by Natl. Flexible Packaging 
Assn., 850 Euclid Av., Cleveland, O. 
Open to NFPA members producing 

flexible packages 
Closes Aug. 1 (tentative) 


*1961 Direct Mail Leaders Hall of Fame 
Sponsored by Direct Mail Advertising 
Assn., 230 Park Av., New York, N.Y. 
Three major awards for best campaigns 
submitted. 

Closes August 1 


SEPTEMBER 


Package Designs 
Sponsored by Variety Store Merchan- 
diser Publications, 419 Park Av.. South. 
Vew York 16. Best counter merchandis- 
ing package designs produc ed for use in 

variety stores. 
Closes Sept. 1 


Editorial Awards 
Sponsored by Industrial Marketing 
Magazine, 200 E. Illinois. Chicago 11. 
Awards for editorial achievement in 
business publications 
Closes Sept. 11 


PIA Awards 

Sponsored by Miller Printing Machinery 
Co., 1117 Reedsdale St.. Pittsburgh 33: 
Printing Industry of America, 5728 Con- 
necticut Av.. NW, Washington 15. Best 
self-advertising by printers and lithog- 
raphers in past year. 

Closes Sept. 29 (tentative) 


ADCC Art Awards 
Sponsored by Art Directors Club of 
Chicago, 6 E. Lake St... Chicago 1. 
Awards for Mid-America advertising 
and editorial art. 
Closes Sept. (tentative) 


OCTOBER 


Aerosol Package Award 
Sponsored by Chemical Specialties 
Mfrs. Assn., 50 East 41st St., New York 
17. Best packaging using aerosol con- 
tainers. Obtain entry blanks from A. A. 

Mulliken, Secretary. 
Closes Oct. 31 


Look for 
this mark 


of mastery 
on your 
repros. 


RELYON 


REPRODUCTION PAPERS 


The quality of a repro proof is fin- 
est on high-opacity Relyon, the 
reproduction paper that always 
delivers the clean, exacting, flaw- 
less definition you require. Ask 
for it. 


IF YOU WOULD LIKE SOME TEST 
SAMPLES FOR YOUR TYPOGRAPHER, 
WRITE DEPT. A&SP81... 


LUDLOW PAPERS 


Ware, Massachusetts 


A Division of 
Ludiow Corporation 


udlow 
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VERSATILE 


WHAT'S NEW 
IN SALES 
PROMOTION 


S.P. Men Must Add 
Showmanship, Ideas 


Eugene F. Trivell, account execu- 
tive, Donahue & Coe, N. Y., told a 
meeting of the Boston chapter that 
today’s sales conventions need more 
showmanship and imagination, and 
that the sales promotion man must 
supply them. 

“In the immediate years ahead,” 
said Mr. Trivell, “industry will be 
looking more and more to the sales 
promotion man to make the differ- 
ence between the usual and the un- 
usual, between break-even selling 


AUGUST SPEA MEETINGS 
Brussels: Aug. 8, 11 a.m.; Galeries 
du Centre, Bloc II 
Chicago: Aug. 24, 6:30; Chi 
Adv. Club, 36 S. Wabash 
Dallas-Ft. Worth: Aug. 14, 5:30; Sam 
my'’s Town House, 1516 Greenville 
Dallas 
Milwaukee: Aug. 3, 6; Knickerbocker 
Phoenix: Aug. 16, noon; Westward 


San Francisco: 
nual Blow-Out 


taking more and more sales away 
from traditional retailers, he said. 


and the profit leverage found in ex- “Shouldn’t it make sense for you 
citing, successful product accept- people who are dedicated to the 
ance.” cause of promoting advertised 
Mr. Trivell showed that he lis- brands, to actively pursue these 
tened to his own speech by arrang- discount retailers who prefer to 
ing to have a Raytheon Radarange sell your products? Discount houses 
installed in the meeting room, so are right now offering the sales 
that the luncheon menus could be promotion executive a fantastic new 
cooked in the presence of the audi- opportunity to increase sales. 
ence in a matter of minutes. Need- 


“The fact that self-service has 
less to say, this product is handled taken over puts a new challenge 
by Donahue & Coe. a4 


into your hands in terms of creat- 
ing direct consumer appeals on the 
e shelf or pegboard display,” he 
Look to Discount Houses, ended. “It calls for new methodology 
Zimmerman Tells N.Y. in advertising, promotion, and 
iN especially in the display and mer- 
<i Not enough promotion people chandising of your products.” 44 
CONDENSED realize that this is an age of mass 
REGULAR production and mass retailing, the 
EXTENDED New York SPEA chapter was told 
by Richard Zimmerman, publisher 

BOLD 
BOLD EXT. 


Sania Fe Wine 


ALES PROMOTION 


of The Discount Merchandiser and 
Super Market Merchandising. 

“They often allow prejudice and 
outmoded policies to interfere with 
their marketing promotion activi- 
ties,” he said at the chapter’s June 
meeting, which closed out the sea- 
son 

Sales men, he said, 
can play a large role in convincing 
management that it is to the com- 
pany’s best interest to solicit dis- 
count house business. 


promotion 


“The old arguments cannot per- Helping Hand Rod Dickson (left), 
tain when you have the Woolworths, president of the Los Angeles chapter, 
the Kresges, the Mays, the Allied joins with speaker Arthur H. Nelson who 
Stores, all vying to secure a piece 
of this new business.” 


AMSTERDAM 
CONTINENTAL TYPES 


& GRAPHIC EQUIPMENT, INC. 
276 PARK AVENUE SO 
SPRING 7-4960 


howed chapter members how a new 
product campaign was _ introduced to 
alesmen, using the actual props, record- 
now at a crossroads on the future ings and gimmicks. Mr. Nelson, then 
of well-known brands, the growing 
power of the discount 


Sales promotion executives are 


NEW YORK 10, N.Y director of marketing, Santa Fe Wine 


revolution Co., is now general sales manager 
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More effective labeling and tagging! 


Time was when most labels and tags were 
considered routine printing jobs. Those 
days are gone forever . . . The growth of 
self-service consumer buying has made top 
management realize the importance of tags 
and labels as selling tools at the point-of- 
sale . . . and increased the responsibility of 
the men who buy them. 


Today, tag and label buyers look beyond 
first cost to the job to be done. They look 
for tagging and labeling techniques that 
increase point-of-sale effectiveness, meet 
difficult specifications or reduce over-all 
costs. 


Naturally, many of these value-minded 
buyers look first to Dennison . . . originator 
of more new labeling and tagging tech- 
niques than any other single source. A few 
examples of problem-solving teamwork 
between buyers and Dennison are briefly 
reviewed here. 


Creating 
decal effects 
with 


speed and ease! § 
~ - 


Beer and safety razor blades have little in 
common. Yet, both have profited from a 
labeling technique that speeds and simpli- 
fies decoration. 


Schmidt’s of Philadelphia celebrated 
its 100th anniversary as a brewer in 1960 

. with a Dennison split-top pressure- 
sensitive label playing a major role. 
Printed in three colors on transparent 
acetate and gummed with permanent 
Dennison PRES-a-ply® adhesive, it simu- 
lated a decal in appearance and clinging 
power. But, how different in application 
ease. No soaking in water. No sliding into 
position. Just a zip of its paper backing... 
a pat of the fingers . . . and there it was on 
an automobile or truck window. All of 
Schmidt’s employees and_ distributors 
participated. 


Gillette used the same labeling tech- 
nique to redecorate thousands of counter 
cases when the Super Blue Blade hit the 
market with history-making impact in 
1960. This Dennison PRES-a-ply label 
was printed in red, white and blue on trans- 
parent acetate to match the “price” spots 
already silk-screened on the glass cover of 
Gillette’s full-line display case. Neatly and 
securely applied in seconds by finger-tip 
pressure, it saved time and bother for 
Gillette salesmen as they made their pre- 
promotion rounds. 


Other users of this PRES-a-ply label- 
ing technique find it the quickest, easiest 
way to add new prices, premium offers and 


other promotional or variable information 
to existing packagés or displays. High- 
speed Dennison PRES-a-ply label dispens- 
ers keep application costs amazingly low. 


Giving “‘Easy on’’ labels 
extra “‘Stay on’’ power! 


Few users of labels must meet such de- 
manding specifications as meat processors. 
For, the US Department of Agriculture, a 
strict task master, insists on meat prod- 
ucts being permanently labeled according 
to its regulations for consumer protection. 


Cryovac film packaging of ‘poultry, 
for example, calls for the application of a 
USDA inspection label after the film has 
been shrunk tightly around the bird in 
boiling water. The labeled package is then 
subjected to hours in a deep freeze. Yet, the 
label must remain 100°, tamper-proof. For 
a Tennessee processor, Dennison supplied 
a pressure-sensitive label with such perma- 
nent adhesion that it cannot be removed 
without detection. To the customer’s de- 
light, the USDA inspector gave his com- 
plete approval not only for use on Cryovac 
film but also on waxed paper overwraps 
and waxed board boxes. 


This same Dennison PRES-a-ply label- 
ing technique is also bringing The Lohrey 
Packing Co. of Cincinnati and other feder- 
ally inspected meat packers the benefits of 
strong adhesion. USDA regulations specify 
the labeling of stainless steel trucks and 
containers for meat and meat products. 
Each time a truck or container is emptied, 
it must be thoroughly steam-cleaned before 
re-use. Previous labels washed off after 
each use and often clogged drains, causing 
costly plumbing bills. 


Dennison solved the problem by supplying 
PRES-a-ply labels with an adhesive so 
strong that even steam cleaning could not 
take it off! Printed on water-proof stock 
with grease-proof ink and over-varnished, 
these labels survive 40 washings! The 
Lohrey Packing Co. no longer has to worry 
about continually reordering and applying 
labels to their containers. A big headache 
has been removed. 


DEPARTMENT OF 
~ \ AGRICULTURE 


Twe LOWREY 


°o 
cINCINNATH. OM 


If you need labels that will stay on 
through steam cleaning, freezing or any 
other harsh environment — you need per- 
manent PRES-a-ply. 


New stringless technique 
slashes tagging costs! 


A stripe of self-sticking adhesive on the 
back of the tag is now replacing the tradi- 
tional string or wire in many cases. 


This new tagging technique not only 
reduces attaching costs but also brings the 
benefits of tagging to products formerly 
considered impossible, impractical or diffi- 
cult to tag. 


With the self-sticking stripe on one 
end, as on the back of the Georgetown 
Steel & Wire Co. tag, you have a new 
wrap-around technique. It is now increas- 
ing the point-of-purchase appeal of such 
widely varied products as tools, home 
appliances, luggage and furniture. Other 
users apply these tags directly to doors, 
windows, lumber, trunks, tires, wind- 
shields and toys. 


In-plant applications of this new tech- 
nique employ couponed system tags for 
production, piece-work and _ inventory 
control. 


NEW FACT FOLDER! 

If you’re responsible for getting more sales 
impact per dollar out of tags and labels or 
reducing over-all labeling and tagging 
costs, this free fact folder will prove 
invaluable to you. It describes techniques 
and shows samples 

that are now increas- 

ing sales and profits 

for some of America’s 

most successful mar- 

keters. For your free 

copy, write directly 

to Dennison Mfg. 

Co., Dept. V-29<. 


neem me Lmnison sii 
Dennison 
Helping you compete more effectively 


FRAMINGHAM, MASSACHUSETTS 
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CUSTOM-MADE 


Outdoor 


VERTICAL 
BANNERS 


IN ANY QUANTITY 
OF 10 OR MORE 


Any size or style 
in cloth or 
outdoor board... 
in any quantity 


eeitiors 


Hi 
wi hardware Hn $ 


with each banner. . 
to fit any size pole 


Send us your art 
or sketch with 
specifications for 
a prompt quotation 


STOCK BANNERS TOO! 


Our catalog shows 
a variety of stock 
banners to promote 
grand openings, an- 
niversaries, and other 
sales events. 


SEND FOR FREE CATALOG 
OF OUTDOOR DISPLAYS 
7 


Banners « Pennants + Cutout Letters 
Spinners + Posters + Flags 


THE PRATT POSTER CO. 
Printcraft Bldg. © Indianapolis 4, Ind 
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Readorn Witt 


Comic Book Comment 


@ I would like to reply to a com- 
ment in your article on “Comic 
Books”. (see Feb., p. 87) 

At the end of the case history on 
the Birds Eye case history, it says: 
“Strangely enough, while the cam- 
paign won prizes from the Student 
Marketing Institute and the Pre- 
mium Industry Club, the client 
hasn’t been seen in comic books 
lately.” 

The facts are these: Because a 
600,000 reprint of “The Birds Eye 
Kids Go Shopping” comic books 
was run last May, enough comic 
books were on hand to take care of 
all requests through the two final 
quarters of 1960. Also, two different 
comic books were in various stages 
of preparation from early in 1960 
until a final decision was reached 
to use the Birds Eye Puzzle Fun 
Book in December, 1960. 

The print order was well over 
one million copies, and national dis- 
tribution was begun last week in 
supermarkets. As you can see, the 
latest Birds Eye comic book is dif- 
ferent from the Birds Eye Kids se- 
ries, in that they tie in directly with 
the current advertising, even to the 
extent of using animated fruit and 
vegetables for illustrations. 

ARTHUR JEFFREY 

General Sales Manager, Timely 

Illustrated Features, New York 


About That Tiger 


e “Tiger, tiger, burning bright .. .” 
I have not seen Brusstar’s tiger on 
billboards, but I have seen (and 
heard) quite enough of it in Dottie 
Long Clark’s lavishly padded and 
gleefully gruesome article. (April, 
p. 47) 

I happen to like cats, which per- 
haps prejudices me, but I was ap- 
palled at the artist’s so-called “re- 
searches”: his valiant race with 
rigor mortis, and his manipulations 
of the remains of this poor defunct 
feline. These macabre machinations, 
along with the circus tickets for him 
and his offspring (who probably 
pulls the wings off flies), and the 
blank film, were all undoubtedly re- 


flected in his billing to the client. 
Small wonder that artwork has be- 
come so expensive! 

Brusstar could have gotten a film 
projector with stop-motion, rented 
any one of a dozen old Tarzan films, 
and stopped his leaping, snarling 
tiger in practically any pose. 

To top it all off, the finished ren- 
dering is lousy. The forepaws are in 
bad proportion, and the hind shanks 
pure pussycat. Cover the head and 
you have a reasonable interpreta- 
tion of a common domestic shorthair 
pouncing (fiercely, I'll grant), on a 
yarn ball; but no “. . . fearful sym- 
metry”, I’m afraid. 

I couldn’t agree more with your 
lead-in, “It isn’t easy to paint a 
leaping, snarling, powerful tiger and 
get it right’—and I’m pleased that 
you at least saw fit to preface the 
article with a disclaimer. 

A&SP is the “bible” of advertising 
and sales promotion people, and we 
have come to expect better things 
from you! 

STEWART R. REAMER 

Advertising and Sales Promotion 

Dept., Maico Electronics Inc., 

Minneapolis 


Favor of Offset 


@ Having seen your article “Print- 
ing: The Basic Sales Promotion 
Tool” (Jan., p. 28) I must say, as 
one who has spent many years con- 
sidering factors determining choice 
of a printing process for a job, your 
article was not written for profes- 
sional production men. Not even the 
high spots were covered, and the 
specimens mean little, for expe- 
rienced men know that all the proc- 
esses are capable of producing both 
good and poor work. Quality is de- 
pendent on the producer — no 
process of itself gives quality. 
Your publication is concerned 
with advertising production. I feel 
there was a place in your article 
for a paragraph pointing to the fact 
that Census figures for 1958 reveal 
that offset is used almost two-to- 
one over letterpress in this field, 
and that relatively little volume is 
done with the other processes. 
Those printing competitions, such 





as the American Institute of Graph- 
ic Arts annual Printing for Com- 
merce exhibit, show offset is used 
three-to-one over letterpress (other 
processes very little) for the win- 
ning entries. The point is that those 
designers and planners of con- 
temporary advertising material 
which has won recognition. are 
making use of offset lithography in 
preference to other processes. 
H. C. LatTIMer 
Metropolitan Lithographers Assn. 
Inc., New York 


(This article, which, by the way, 
has aroused considerable interest 
among printing buyers, was not in- 
tended to say that any particular 
printing process is the best one. 
Each has its particular advantages, 
as well as its drawbacks. We are 
glad to see that Mr. Latimer, in 
spite of his being one of lithog- 
raphy’s most vocal _ supporters, 
agrees with us that quality, per se, 
is not the exclusive possession of a 
single process . . . Ed.) 


Why Bardahl Uses Sports for Promotion 


A comparatively small company in a field of giants 
keeps its head above water with an active support 


of sports. 
Glass Blowers 


@ Somewhere during the last six 
months I read of a department store, 
that as a part of their store pro- 
motion, had a glass-blowing demon- 
stration during this event. The 
artisan blew vases, bottles, etc. 
Tremendous interest was evinced 
and the store was enthusiastic. 

One of my agencies accounts has 
displayed a great deal of interest in 
a similar event. Now — can you 
tell me where I can get in touch 
with such an artisan? 


Locked-Up Promotion 


To call attention to a new quality, 

a number of executives received a 

locked safe that rattled when shaken. 
What would you have done? 


Promotion with art 


To take a presentation out of the or- 

dinary, this far from ordinary radio 

station prepared a filmstrip with art 
in character with its music. 


I. A. Ernst 
703 Church St., Vincennes, Ind. 


Sensitive Reviewing 


e I like the tone of your film re- 
views and will make a point of see- 
ing them regularly. Each fall I have 
a class at Columbia vaguely defined 
as “Problems in the Documentary” 
which attracts a fair number of in- 
dustrial and institutional represen- 
tatives. We have a hard time find- 
ing the kind of purpose-oriented 
(as against cinema-art oriented) 
reviews you people are writing. 
Most trade press comments are 
obvious puffs and the EFLA eval- 
uations often lack the sensitiveness 
you people have to the larger im- 
plications of films. 
GeorceE C. STONEY 
George C. Stoney Associates, New 
York 


ABG 


Pressure 


Sensitive Materials 


Next month’s Advertising Buy- 
ing Guide will lead you simply 


Printing of Merit 


Web offset has had a connota- 
tion of low quality, but this ex- 
ample of four-color, fashion through the complicated area 
flyer will open buyers’ eyes. of these new materials. 
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DEA NO. 195 


Ready for Summer? 


That’s the question raised by a 
sparkling 3-D shelf talker used by 
Edward Dalton Co., Evansville, 
Ind., to promote sales of their fa- 
mous slenderizer, Metrecal. The 
colorful cutout stops ‘em coming 
and going with a flag. The piece is 
designed to be used on a straight- 
away shelf or on a corner. Designed 
by Art Miller of Coventry, Miller 
and Olzak. Chicago art studio, 
under the direction of Lloyd Duke. 
Edward Dalton Company’s Direc- 
tor of Creative Services—this shelf 
talker is held fast by dependable 
Kleen-Stik “‘D”’ Transfer Tape. 
Snappy production was handled by 
Inland Lithograph of Chicago 
with David Grigsby supervising. 
Kleen-Stik was applied by Ace 
Finishing Co., Chicago. 


Real Cool Sign Sells Sunglasses 


59 
( 
DW 


a4 
j 


po ' \ fir ( 


NO. 196 
There’s no doubt about it!—Cool- 
Ray Polaroid® Sunglasses, sold by 
Cool-Ray, Inc., ELIMINATE 
GLARE. An astounding window 
a. held up by durable Dubl- 
Stik offers proof positive. The dis- 
play is attached to drug store 
windows in such a manner that the 
prospective sunglass buyer looks 
through two openings simultane- 
ously. One eye sees a reflection of 
the word “glare’’ while the other 
eye sees nothing because there is a 
Polaroid lens mounted in the open- 
ing. This proof producing demon- 
strator was conceived by R. D. 
Wallace. Sales Promotion Mgr. of 
Cool-Ray. Ine.: silk-screened by 
Norman Buffett Industries, 
Boston, direction of H. Cookman. 


Displays for sunglasses and 
slenderizers and practically 
everything else get up faster 
and stay up longer with 
Kleen-Stick. See your 
printer for information or 
write direct. 


LE 


VERSAT 


PRODUCTS, INC. 


7300 West Wilsen Avenve 
Chicago 31, Mlinois 


14 ° A&SP + August 1961 


| Books for 
Admen 


e Four Centuries of Fine Printing, 
by Stanley Morison; Barnes and 
Noble, New York, 254 pages, $3.95 

. When will the publishers and 
printers of the United States rec- 
ognize their heritage as artists and 
designers, as well as business or- 
ganizations? 

This question seems inevitable 
after reading a work like this one. 
(Incidentally, this is the fourth re- 
set edition of a British book that is 
considered a classic in its field.) Mr. 
Morison has described the first days 
of printing. And as you read and 
learn how men of every nationality 
worked to make the printed page a 
thing of beauty and good style, you 
wonder how the art of printing was 
so easily replaced by the business 
of printing. 4 

Take the firm of Alfred A. Knopf. 
Bookmen all over the world agree 
that this firm does a beautiful job 
of printing. Knopf has other virtues, 
of course. Its list is usually well- 
received by critics of content. Yet, 
why should a single American pub- 
lisher be so well-known for his 
good printing? Shouldn't this be a 
requirement of all American book 
publishers? Mr. Morison believes 
it should, and so do many others 
Yet in this country, a beautiful book 
usually means a book with many 
pictures, expensively reproduced. 
Mr. Morison writes of another era, 
when a beautiful book could be 
produced by the use of type alone. 

There are many interesting plates 
in this edition. At the price asked, 
here is a bargain. E.S. 


© 460 Secrets of Advertising Ex- 
perts, edited by Willard A. Pleuth- 
ner, Thomas Nelson & Sons, New 
York, 288 pages, $4.60 ... A penny 
apiece for 460 ideas from 23 of the 
top people in advertising, promo- 
tion, merchandising, marketing and 
related fields. 

Succinctly stated, these gems of 
wisdom, gleaned from years of ex- 
perience, can be a substitute for a 
panic button, or at least a source of 


helpful inspiration. For example: 


® Don’t try to write 
say something. 


just try to 


® Begin at the end: the way the 


advertisement will look to the read- 
er, not the writer. 


@ In media selection, “Don’t try to 
fill the wheelbarrow with a tea- 
spoon but don’t use a steam-shovel, 
either.” 


The book provides fast, easy 
reading with that pleasant sensation 
that comes from finding memorable 
phrases well put. The list of con- 
tributors reads like a who’s who of 
the advertising world with such 
well-known names as John Caples, 
Bernice Fitz-Gibbon, Janet Wolff, 
J. Gordon Lippincott, ete. B.M. 


© The Grammar of Television Pro- 
duction, by Desmond Davis; The 
Macmillan Co., N. Y., 64 pages, 
$2.95 . . . This convenient little book 
presents a set of guides which 
should help the novice — and many 
an expert, too avoid common er- 
rors that interfere with 
viewing. The author 
suggestions into three 


easy tv 
divides his 
categories: 


f a desk and talking to 

ther across it. Im ne them cover 
tr of matched, complementary over-shoulders 
the diagram Fig. 15. Imagine an obtrusive 
of the desk in both 
¢ on the right of th 
camera it will be on the left 
»wers will fly from side to side 
which might wel nstitute 


tractior F 
conventions, which must be fol- 
lowed; rules, to be broken only 
rarely; hints and tips, guides to be 
followed by all but the experienced. 

The illustrations are very helpful, 
and the occasional Briticism does 
not interfere with the clarity of the 
presentation. A very helpful book, 
especially for the aspiring tv direc- 
tor. R.B.K. 


® Creative Color, by Faber Birren; 
Reinhold Publishing Corp., 430 Park 
Av., New York 22, 128 pages, $10 
.. . The most comprehensive study 
on color we've seen yet, Mr. Birren 
provides a real service with this 
book. In the first section he gives 
a refresher course on the traditional 
basics of color which is both a good 





brush-up course for the _ profes- 
sional and a basic instruction guide 
for the beginner. 

It is in the second section, how- 
ever, in which he makes his real 
contribution to the field. Here he 
delves into “perceptionism,” the art 
of impressing the reader through 
the subtlety of visual phenomena 
produced by various aspects of 
color. 

Many different effects are shown 
in the color plates in this book in- 
cluding “Chromatic Lights,” “Im- 
pressions of Luster,” “Iridescent 
effects,” and “Luminosity.” 

The color plates in “Creative 
Color” include both abstract and 
realistic styles of artwork. Mr. Faber 
comments about these: “I ask that 
the plates be visualized as color 
studies, not works of art; the effects 
themselves should be abstracted 
from the form in which they are 
presented. The plates are meant to 
speak for themselves, as original 
and striking examples which point 
to new directions. I have tried to 
tell how I developed them both in 
conception and execution.” 

Artist and advertiser alike will 
find the exciting ideas presented in 
this book worth the price twice over. 

B.M. 


@ Oddities and Curiosities of Words 
and Literature, by C. C. Bombaugh, 
edited by Martin Gardner; Dover 
Publications, N.Y., 375 pages, $1.50 

. If you use words as a tool of 
your trade, and delight in them, you 
will get hours of amusement and 
perhaps even some enlightenment 
from this book. 

A reprint of a book originally 
published in 1890, Martin Gardner’s 
delightful notes add to the delights 
of the book. It’s a volume for pick- 
ing up and nibbling at. It may well 
give you ideas of the many things 
that can be done with words. R.B.K. 


@ The Layton Annual Awards, 
1961; C&E Layton Limited, 56 Far- 
rington St., London 4, 234 pages, 3 
pounds, 3 shillings . . . Good show 
from England. Many very nice en- 
tries and many nice winners to 
judge from this selection. 

Strange note: from the comments 
of the judges of this contest, they 
weren't all happy about they saw. 
However, judges have a way of 
getting weary after looking over 
rooms full of entries. 

A very interesting example of 
advertising with a British accent. 


E.S. 
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Look what the Typro can do! 


(and this is just a sample) 


The Friden Typro is a precision 
photo composing machine that 
does more lettering and headline 
jobs than any other machine of its 
kind. You can have 15 fonts in 
the machine at one time (from a 
choice of 1800, in 6 to 144 point), 
and you change fonts in an instant. 
Composing operation is simple: 
just dial and expose. The perfectly 
aligned characters—even whole 
words or logotypes—come out ra- 


zor-sharp and ready for paste-up. 


Why not find out how one can fit 
into your organization? Talk to 
your Friden Man. Or write: 
Friden, Inc., San Leandro, Calif. 
THIS IS PRACTIMATION: 
automation so hand in hand with 
practicality there can be no other 


word for it. 


rriden 


»n Throughout the U.S. and World 
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Ne REPRINTS. REPRINTS / REPRINTS / REPRINTS / REPRINTS/ REPRINTS 
+ TS 
Si REPRINTS to help you 


REPRINTS / REPRINTS, REPRINTS, REPRINTS/ REPRINTS/ REPRINTS 


Please order reprints by number. Unless another 
price is given, each sells for 25c. In lots of 10 of 
any one reprint, the price is 20c each; lots of 50 


or more, 15¢ each; lots of 100 or more, 12!/2¢ 
each. 


New This Month 


340 All About Outserts 


Advertising Specialties 


317 Whet Johnson's Wax Gives for Christmas — by William R. Gorter 
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Direct Advertising 


320 Mailing Lists — by Frederick Borden 
An Advertisers Buying Guide ver 
318 Seffing Boxes by Boxes — by Allen Syeneeee 
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304 A ousde Guide to Direct Mail 
Planning, procedures and checklists for more effective 
261 How to Get an Effective “Christmas Card — by Bette ieee 
ome practica yggestions to improve yo 
248 Can You Afferd to Run Your Own Lettershop? 
— _by Francis S. Andrews 


economy hieved by doina your m 


214 Are Amateurs heme ay Direct ‘Mail? _ by Oieke Hodgson 


Engraving 


112 Do's and Don'ts for Better Engraving 


Reprint Editor, Advertising & Sales Promotion 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 








I enclose payment of 


Please bill me (for orders of more than $2) 
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Exhibits 


325 Meet McCormick — a Nd Robert B. Konikow 
Special features and figures on Chicago's new exp 
315 A Low-Cost Exhibit with High Pulling-Power 
How a magazine used a bright idea to become the hit 
309 105 Ulcer Reducers for Exhibitors 
est of AR feature, this is ractical checklist for exhibit 
250 How Wwaveling Exhibits Build Good will ad . by Mildred Weiler 
How Southwestern Bel! Telephone handles displa 
192 Exhibit Photos — How to Put Them to Work 
How a number of exhibitors use photos of their trade sh 
191 How to Get More from Your Trade Show Dollars 
— by William S. Orkin 
Tips on building traffic and planning follow-through for your exhibit 
178 The Growing Importance of Fairs as an Advertising Medium 
— by James Joseph 
Fairs have become a product showcase and a selling place 
146 How to Get the Most Benefit from Trade Shows 


Excerpts from Monsanto’s exhibit mar 


al gives many practical hints 


External Publications 


328 An External Is An Automatic Salesman — by Alfred J. O’Brien Jr. 
How 0. S. Tyson uses its house organ as a sales too 
292 When an Agency Edits an External 
The story of an industrial house organ edited by an agency 
267 eae Finds Solution to Tourist Promotion Problem 


An usu house organ which promotes t ness for competitors build sneyland 


Premiums 


326 Coins and Tokens — by Bette Macon 
Advertisers Buying n how to e money to make fv 
312 Do's and Don'ts for Premium Bu 
A Best of AR article gives pract iggest s to improve use of prerr 
295 What Lies Ahead for Premium Suyers oe ~ James M. C. Tighe 
A survey of premium men foresees some changes in buying pract 
272 Overseas Premiums Can Add Glamour to your Promotion 
— by William S. Roach 
Drop-shipping premiums from abroad has some advantages, but risks as 
251 The Basic Cesena oa John . Davidson 


A +s f premiums shows which have constant a 


Point-of-Purchase 


310 Whet Makes Good .0.P. Canine 


263 Why an Agency fone its Neat PR str Mle 
— by Genneth a. MacDonald 


Walst 


259 Are You Wasting You Point-of- Purchase — by A. R. “Menzies 


port on how 24 grocery s 
253 How to Merchandise ROP ae ne by Mark Cox 
ts Nt- or newspaper acs 
252 What's in the Future of Point- of. Purchase? — = les Gallagher 
e effect hanging market p p.o.p 
242 Twelve Woys to Save oney on P. 0. Pp. — by suck A. Wichert 


Publicity & Promotion 


338 Paul Martin, Sales Promotion Executive of the Year — 
by oa “ge goal 


PEA’s t award 
336 ehategpenty that Gers Publicity — ‘by Frank G. M. Corbin 


329 The Sales Promotion Mon: A Self-Portrait - — - by ‘Robert 8. Konikow 


327 Pinpeinting ‘Gremetion to a Specialized ‘Target os by Stan Matthew 


re a 


Nearo market 


324 How to Use Traveling Givis for Promotion — by Al Bernsohn 


How Pubs Relations Con Increase. Sales — by “James S. Strenski 


A Special Report on the 1960 Sales Promotion Conference (300) 
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dsmobile serve an example of one of ind pectacular promotions 


How to Buy Your Business Christmas Gifts bal by Robert B. Konikow 


o the ethics techniques of company gift-giving 


How to Handle Relations with Radio, Television & Newsreels — 
by William G. Cox 


A guide to an effective put ty program for audio and ul media 
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The genius of Shakespeare 
was brought to life on the 
stage of the Elizabethan 
theatre. The brilliance of his 
words were enhanced by the 
color and fire of the actor’s 
performance. The stage is 
the playright’s medium... 
and paper the medium for 
the graphic arts. 

Set the stage for your mes- 
sage with the dimensional 
color of 


PINE 
TREE 
COVER 





Designed to provide the designer and the 
graphic arts buyer with the most colorful Ay eee Ol 
background for their most creative efforts 


even on an inexpensive one or two color SCHROEDER 
a oN): Oro let 


Designed to inspire and become an in- 


ory 


“ob? 420 Lexington Avenue, 
tegral part of your creative effect, Pine E sa a arhaland Sitch 


Tree Cover is available in five dramatic 
colors and is suitable to any printing 
process. The name of your distributor, 
samples and prices on request. 


This insert printed by offset lithography on Pine Tree Cover #91 Brown. Also available in 
#90 Rose; #92 Blue; #93 Green and #94 Rainbow. Special color combinations made to order. 





Basic Fact Book 

This plastic-bound, 
indexed volume has all 
the facts for reference. 


Music for the Millions 


\ Sell 


Means Money for You 


Salesmen's Presentation . . . The whole story of what Bell was doing was 
told in this oversize, inexpensive booklet. 


By Andrew Lorant 
Advertising and Sales 
Promotion Manager 

Bell Sound Division 
Thompson Ramo Wooldridge 
Columbus, Ohio 


High-fidelity components, those 
mysterious electronic devices, which, 
when connected together, have a 
way of making beautiful music, are 
today enjoyed by only a very lim- 
ited number of hi-fi enthusiasts 
called audiophiles. There are others, 
it is true, who have ventured into 
the strange world of watts and dec- 
ibels for a better way to reproduce 
music. And having made the plunge, 
they have come to the surface ex- 
claiming that “the water’s not so 
cold after all!” 

This is not really surprising be- 
cause, in the final analysis, stereo 
components are like any other 
stereo music system. The com- 
ponents are merely the individual 
parts which connect together to 
make a complete music system: 
amplifiers, radio turners, tape trans- 
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You're sitting on your best new profit 
opportunity since stereo ) appeared... 


You're sitting on your best new profit | 
opportunity since the 60-second camera... | 


Business Paper Series 


ports, etc. Their main purpose is, 
of course, to enhance the repro- 
duction of music. By rights, they 
should be no more fearsome than 
an ordinary phonograph. Further, 
component music systems have 
many advantages over phonographs. 
They take no valuable floor space. 
They are more economical than a 
complete console. They fit any- 
where, and can be assembled in any 
combination, to suit various listen- 
ing tastes and budgets. 

Why, then, haven’t more turned 
to components for their music sys- 
tems? Probably because they are 
convinced that the technical com- 
plexities involved can be mastered 
only by the audiophile. Of course, 
the most important reason why the 
mass market does not buy com- 
ponents is that they have never 
been advertised or marketed to the 
general public. What then, if any- 
thing, can be done to expand the 
limited market for components into 
the mass market for good music? 


> This was the problem that faced 
Bell Sound Division as it prepared 
to embark on a completely new 
marketing program for its stereo 
component line. For 26 years, Bell, 
a Columbus, Ohio, manufacturer of 
high-fidelity and stereo components, 
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Double-spread ads ran 
without copy changes to reach new outlets. Catch- 


| 


—__—____Seil_fine ease _to the “ane.custionbube’  miliems 


You're sitting on your best new pelt 
opportunity since stereo appeared... 


lh ee nm fe ti te ee acta cle 


——————— 


You're sitting on your best n new 
profit opportunity since television... 


a =< = 


had been selling its products direct- 
ly to high-fidelity dealers across the 
country. In recent years, however, 
faced with a general leveling-off 
of component sales, Bell knew that 
it would have to move fast to gain a 
larger share of the existing mar- 
ket, or to find new markets in other 
areas. 


What was needed were: 


e New concepts in engineering and 
design 


e New distribution policies. 


e New’ merchandising programs 
with mass marketing techniques 


Remember, until very recently, 
most stereo components were made 
to look like an engineer’s dream 
(or nightmare, 
whom you were 


depending on to 
talking). To ex- 
pand the market, it was important 
that the components should be made 
to appear simple, and that they be 
easy to operate. Where five controls 
were used before, now three, or 
even two, would have to do the job. 

Bell went to its styling depart- 
ment and asked for “human design 
engineering.” What developed on 
the front control panel of Bell com- 
ponents is a typical result: all minor 
controls have been completely sub- 


ordinated. Only the three major 


Sell fine music 10 the ‘non. avdiophite” millions 
with new Bell cosy to ploy stereo components 


word in headline was changed, as was picture, to re- 
flect special interest. 


amplifier controls have been made 
predominant across the front panel. 
The other minor, or “professional” 
controls, blend into a dark back- 
ground. A slight pull on the volume 
knob, the amplifier is on, and the 
music starts to play. 


> With the product now tailored to 
a mass market, we needed a new 
mass distribution method to sell it. 
During the hi-fi boom, Bell had 
built a national network of nearly 
2,000 specialty hi-fi dealers. Now, 
instead of selling stereo components 
directly to hi-fi dealer accounts, we 
decided to gain a wider market by 
franchising distributors to do the 
selling job for us. We increased our 
sales force from 47 independent 
representatives to over 1,000 Bell 
salesmen who would call upon deal- 
ers and distributors. 

We aimed at franchising four 
major distributor groups: home ap- 
pliance, photo, music and _ hi-fi. 
Thus, our products could find their 
way into home appliance, camera, 
record, music, and department 
and be exposed to the thou- 
sands of prospects who like good 
music, but were afraid, until now, 
to investigate a component system 
for their homes, thinking it was “all 
too complicated.” 


stores 





WHERE CON t PUT 
STERFO MUSIC 
i MY HOM’ 


Consumer Ad Series 


> In order to make it possible for 
dealers and distributors to buy all 
their component products from one 
source, we developed and offered a 
complete line, with a full selection 
of models and features in various 
price ranges. We could now provide 
all parts of a music system. 

We made no direct effort to get 
distributors through advertising and 
promotion activities. That was left 
to personal contact through our 
sales representatives, whose activi- 
ties are co-ordinated by E. V. Sala, 
Bell’s General Sales Manager. 

Having now come up with our 
“better mouse-trap” — the product 
line and a new distribution pattern 
for it — Bell came face-to-face with 
one of the most essential require- 
ments for success with its new pro- 
gram: the promotion plan. 


> The complete marketing program 
was developed and put into action 
by Maurice Mullay Advertising, our 
agency in Columbus, and was sepa- 
rated into three main campaigns: 
@ Dealer building program 

e National consumer program 


e Sales training plan for Bell deal- 
ers 


Once we had sold a distributor, in 


. . «Two sets of ads were used; 
Single column ads for the more costly general maga- 


eM Rh ed 


PS eo aa 


the Conly booklet. 


order to help him, in turn, to sell 
his dealers, we put the complete 
Bell sales story in presentation 
form. It’s called “Music for the Mil- 
lions” a 23-page plastic-bound flip 
chart which clearly spells out the 
advantages of selling the Bell line 
and tells why it represents a profit- 
able new business opportunity. We 
stressed the enormous potential 
market for components and the 
major advantages of our products: 
economy, flexibility, a complete line, 
and ease-of-use. We promised the 
dealer that his Bell distributor 
would be behind him “100%,” and 
we previewed the national adver- 
tising which would build traffic. 
Another facet of our program to 
sell dealers on Bell was done 
through trade advertising, which 
was directed primarily to the deal- 
ers who had never before sold com- 
ponent products. Trade publications 
for the four target dealer groups 
— home appliance, hi-fi, photo, and 
music — were employed. Each ad 
had a two-fold purpose: both to 
announce the availability of Bell’s 
new product line, and to explain 
what had been done to make the 
line profitable for the dealer. With 
“stopper” headline “You're sit- 
ting on your best new profit op- 
portunity since the 60-second cam- 


zines, pages and spreads for hi-fi books. All offered 


era” (for the photo dealers), and 
a picture of a retail selling situation, 
only the last words of the headline 
and the picture had to be altered 
for the individual trade publications. 


>» Of course, once we had sold the 
dealer, we would have to sell his 
public, and so we embarked on a 
national advertising program. We 
continued our advertising scheduled 
in the audiophile specialty maga- 
zines (Hi-Fi/Stereo Review, High- 
Fidelity), emphasizing features, and 
specifications. As a “reference” 
sought by friends before purchas- 
ing music equipment, the audiophile 
is vitally important to us. 
However, to reach the general 
public, we began to run advertise- 
ments in selective mass media this 
fall. Magazines whose readers would 
be good prospects for stereo com- 
ponents, such as New Yorker, House 
Beautiful, Esquire, Living, and 
Sports Illustrated, were chosen. 
Since we couldn’t afford to tell 
our story through large-space ad- 
vertising, we decided to put it in 
book form with “All About Stereo,” 
written for us by John Conly, music 
editor of the Atlantic and a noted 
authority in the field. In making 
the assignment to Mr. Conly, we 
asked him not to write about the 
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phenomena of stereophonic sound — 
how it works, and what it is — but 
to tell, in easy-to-understand fash- a 


ion, what components are needed ee, Srl) ey 
for a stereo system, how much it owen” 
costs, and where to put it. There’s in 


not a watt or decibel among its 32 
pages. 


> Our national advertising mer- 

chandises the booklet. No mention 

of any Bell product appears. Each 

ad headlines a frequently asked 

question about stereo — “Where can 

I put it?”, “What components do I 

need?” — and answers it briefly. 

For the answer to his other ques- 

tions about stereo, the reader is in- 

vited to send for a copy of the book- 

let . . . cost is 25c. Actually, our 

decision to advertise components in 

selective mass media was regarded Sales Aids. 
as something of a test program, and 
the coupon response to the ads is a 
means of measuring the effective- 
ness of our message. 

Hoping to intrigue the customer 
sufficiently to get him into the store, = ; 
we had to be sure that the dealer 
was provided with the ammunition 
to sell him. Salesmen had to be 
equipped to answer questions, to 
explain the operation of any com- 
ponent part, and to give an effective 
in-store demonstration. 


. « The well-illustrated booklet was easily worth the 25¢ it cost the 
consumer. A p.o.p. unit was a store in itself. 


> To make a capsule sales training 
program, we developed the “Bell 
Business Builder,’ a_ three-ring 
binder, subdivided into sections, 
containing all the information a 
dealer or salesmen would need to 
know, and then some. 

It begins with a discussion of 
stereophonic sound, and contains 
complete information on all prod- 
ucts. A separate section on demon- 
strating and selling includes a pre- 
pared presentation script. Proofs of 
national ads, and sales aids (ad 
mats, p.o.p. display units, give-away 
literature) are discussed separate- 
ly. The very last part of the sales 
training manual contains all the in- 
formation needed to answer techni- 
cal questions from avid audiophiles. 
We put it last because we believe 
that the very last thing a dealer 
should discuss with a customer is 
watts and decibels. 


> Stereophonic sound — will it con- 
tinue to boom or will it bust? The 
question, we believe, can only be 
answered through exposure of bet- 
ter products to the mass consumer 
market. At this point, whether it 
can be successfully sold to the gen- 
eral public is still problematic. This 
program is our attempt to find out. 

44 
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Advertising agencies and advertisers 


are heavy users of messengers. Here are some 


practical suggestions for both groups. 


By Irving Seiden 
Vice-President 

Mercury Messenger Service Inc. 
New York 


Are you unhappy with your mes- 
senger deliveries? If so, you are not 
alone. 

Advertising depend 
upon more 
than any other group, frequently 
find fault with the service they are 
getting. 

But who is responsible for de- 
layed deliveries? Many contributing 
factors are involved. Bad weather, 
public transportation delays, sudden 
influx of many calls for a rush mes- 
senger and sometime just plain 
human fallibility all take their toll. 

And sometimes the fault lies in 
none of these, but rather with the 
person who is placing the order. 


men, who 


messenger deliveries 


> Listed below are ten steps which 
indicate how you can expedite your 
deliveries and minimize, if not do 
away entirely, with many of the 
delays you have experienced. 


Step number 1... Plan ahead. In- 
form your service early in the day 
of your messenger needs. Even if 
you do not know the exact time, 
let them know approximately. You 
can confirm the time later and also 
be assured of having a messenger 
when you want him. 


Step number 2. . Don’t call every 
rush a “rush.” The word has been 
used so often and so indiscriminate- 
ly that messenger services have be- 
come immune to it. If you want 
something to be somewhere at a 


specific time, contact your service 
and let them know the time. They 
will tell you immediately if the de- 
livery can be made. 


Step number 3. . When address- 
ing, be explicit. Often a package 
will arrive promptly at the recep- 
tion desk, then waste all the time 
that it has gained, just sitting there 
waiting for the next round of mail- 
boys. Name, title, company name, 
address, floor numbers all help to 
move your package quickly to the 
proper party. 


Step number 4. . Cross out old 
addresses. Material is often de- 
livered in envelopes that have been 
used several times before. The old 
addresses on the envelopes make 
for frequent errors in delivery and 
much wasting of time. Obliterate all 
old instructions when putting on the 
new ones. 


Step number 5... Give all the 
information. Often, when making a 
pickup, a messenger will be given 
only the name of the company, 
while the package will have the 
name of an individual. Be sure to 
let the service know whose name 
is on the package. 


Step number 6... Order early 
morning pickups the day before. 
Advertising men frequently have 
morning deliveries. When this is the 
case with you, call the messenger 
service the day before and let them 
know when you want the package 
picked up. This foresightedness will 
save not only time, but money as 
well. 


Step number 7. . Package care- 


PPE PPL PPL 


oN enn on 


How to Get Good Messenger Service 


fully. Don’t wrap your package in- 
securely so that part of the contents 
can fall out. Tie it securely or seal 
it and you are adding insurance that 
it will get there. 


Step number 8... Is the package 
too large? Before calling a messen- 
ger service, judge the package by 
whether or not you could manage 
it yourself on public transportation. 
If not, and the package is not bulky 
enough to warrant truck transpor- 
tation, inform the messenger serv- 
ice that you will authorize the mes- 
senger taking a cab for delivery. 


Step number 9 .. Watch the 
weather. Wet weather means that 
messengers are slowed down to a 
certain extent; public transporta- 
tion is slower, streets are messy and 
nothing moves as fast as it does on 
dry days, messengers _ included. 
Particularly on this kind of day, 
order messengers ahead and wrap 
your packages twice as carefully. 


Step number 10. . Get to know 
your service. Because 
your contact there is a specialist in 
his field, he will be able to assist 
you in problems that perhaps aren’t 
even apparent to you. Should some- 
thing cause a snag in your delivery, 
call your contact instead of imme- 
diately switching messenger serv- 
ices. He is anxious and ready to 
help you. 


messenger 


> The hints above should help your 
deliveries make that tight deadline. 
Bear in mind that they are all 
geared to expedite your deliveries 
and get them where you want them 
when you want them there. 44 
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Simplestway 
to mount your display 


PRESSURE-SENSITIVE KLEEN-STIK TAPES 


Kleen-Stik makes “child’s play” out of display posting. 
Dealers, salesmen, delivery men—anyone can do it in a jiffy! 
This modern self-sticking tape comes already 

attached to sign or streamer, so there’s no searching 

for mounting materials—simply peel the disposable 
backing strip and press the display in place on wall, window, 
shelf, or other spot. On your next display job, 


specify genuine Kleen-Stik pressure-sensitive tape. 


Sticks tight without moistening, on any smooth surface 
Neat, clean, invisible — won't peel or pucker 
Available through your regular printing sources 


FREE — idea-packed booklet ‘‘101 Stik-Triks.’’ 
Write for your copy today. 


&) 


~ © KLEEN-STIK noovers, inc 


7300 WEST WILSON AVENUE e¢ CHICAGO 31, ILLINOIS 


PLANTS IN CHICAGO, LOS ANGELES, NEWARK, and TORONTO, CANADA 


PRESSURE-SENSITIVE LEADERSHIP 
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All Dressed Up . 


A handful of ribbons and a few pre-tied 


bows make an appliance especially attractive in a window. 


How Ribbons and Bows Help Dealers Sell 


Gift ribbon took a “holiday for 
strings” last summer when it de- 
parted from its dress-up role on 
fancy packages and went into appli- 
ance showrooms as a point-of-pur- 
chase aid to help sell refrigerators. 
Yards and yards of Chicago Printed 
String Co.’s Satintone ribbon-fash- 
ioned into thousands of brilliant 
bows and_= streamers—brightened 
some 2,000 Kelvinator dealer show- 
rooms in July. 

The occasion was Foodarama 
Month, a nationwide dealer promo- 
tion designed to stimulate sales of 
the Foodarama refrigerator-freezer 
and other appliances made _ by 
American Motors’ Kelvinator Divi- 
sion. The lustrous ribbon and bows 
provided the bright, eye-catching 
decorations dealers needed to cre- 
ate a “special event’ atmosphere 
for the promotion that would draw 
plenty of customer traffic. 


> Previous Kelvinator promotions 
had not included decorative ribbon 
and bows. This year, Kelvinator’s 
director of sales promotion and ad- 
vertising, W. E. Saylor, decided to 
use pre-made bows in a _ package 
dealer display kit which could be 
set up easily in local stores. Besides 
being unique as decorations, the 
bows would be easy to apply and 
could be included in the display 
kits, adding little to mailing costs. 
Production of the display kit was 
turned over to Chicago’s Inland- 
Magill Weinsheimer Corp. which 
worked out bow designs and colors 
with Chicago Printed String Co. 
The final pre-packaged kit avail- 
able to dealers held a complete out- 
fit for store and window decora- 
tions: tent cards in bright colors, 
over-the-wire banners and _ pen- 
nants, product topper pieces for the 
Foodarama_ refrigerator, swinging 


mobiles and two dozen pre-made 
jewel bows. The bows came in 
bright pink, yellow, green and red 
in a graceful swirling design and 
could be easily affixed to any Kel- 
vinator appliance and in-store point 
of purchase displays by means of 
Kleenstik. 

Salesmen took part in the festive 
dress-up by wearing white ribbon 
boutonnaires attached to mint green 
streamers. The printed words “It’s 
Foodarama Month” on each ribbon 
streamer reminded customers that 
the special promotion was a good 
time to buy. 


> Kelvinator dealers were enthusi- 
astic about the display kit and the 
simple decorative device of using 
ribbons and bows. Because bows 
could be affixed instantly, no long 
hours or hard work were needed to 
decorate the store. Tent cards could 
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THE TIME IS NOW 
FOR 
ADVERTISING 
ACTION 


There’s important busi- 
ness to be had in adver- 
tising, sales promotion 
and merchandising today. 
And there are indications 
galore in the predictions 
of financial experts, gov- 
ernment officials and 
businessmen alike that 
marketing’s purchases to- 
day are only a shadow of 
what’s to come. 


Bigger and better budgets are mushrooming up on all sides. 
In the burgeoning consumer markets, advertising, sales promotion 
and merchandising are counted on to help move more and more 
goods to more and more people. In the billion-dollar-and-growing 
industrial advertising market, advertising is fast becoming a full- 
fledged member of integrated marketing teams and carrying the ball 
more and more often to help solve specific sales problems. 


And wherever important advertising plans are being made— 
wherever advertising and promotion and merchandising campaigns 
are being put into action, there you'll find the professionals of ad- 
vertising looking to Advertising & Sales Promotion for help in fill- 
ing their almost insatiable needs. 


They’re looking here—in The Ideabook of Advertising & Sales 
Promotion—for information on new products and materials, for 
new effects that will get more sales and response for their advertis- 
ing dollars. They’re looking for new methods for cutting costs, for 
new products and services that will speed up deliveries, new appli- 
cations to add impact and penetration to their sales messages. 


It’s Advertising & Sales Promotion’s unique service—in 8 ad- 
vertising areas in each issue—that has built such a loyal following 
of over 22,000 advertising professionals in manufacturer, agency and 
service firms from coast to coast. It’s Advertising & Sales Promo- 


tion’s unique combination—right editorial coverage for the right 


buyer audience—that produces such enthusiastic responses from its 
readers. 


Advertising & 


Sales Promotion 
Published by the 
Publishers of 
ADVERTISING AGE 


and 
\ INDUSTRIAL MARKETING 


200 E. Illinois St., Chicago 630 Third Ave., New York, N. Y. 
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be easily set up on shelves and 
counters; mobiles hung from any 
point in the showroom; banners and 
pennants stretched easily across 
wires under the ceilings of show- 
rooms. The display pieces added up 
to an inviting, attractively decorated 
showroom spotlighting the Fooda- 
rama refrigerator, with bows and 
ribbons adding the final festive 
“special event” touch. 

A traffic-building feature added 
to the special event atmosphere 
around which the promotion was 
planned. Before the actual promo- 
tion began, attractive mailing pieces 
in the shape of the Foodarama re- 
frigerator went to prospective cus- 
tomers offering an appraisal on old 
refrigerators for a possible trade-in 
on the new Foodarama. The first 
five customers to appear with mail- 
ing piece in hand were given Kel- 
vinator’s Party Book ... a hard 
cover book in full color containing 
recipes and decorative ideas for 
parties and which retails for $3.25 
in book stores. 

Rounding out the coordinated 
promotion were special radio and tv 
spots, major market cooperative ads, 
retail salesmen’s incentives, and 
premiums for customers. 


> Both Kelvinator and Chicago 
Printed String Co. were enthusi- 
astic about the results of the pro- 
motion. Kelvinator’s general sales 
manager, E. B. Barnes, noted that 
the special event atmosphere cre- 
ated such profitable traffic that the 
over-all Foodarama Month sales for 
1960 were substantially improved 
over the same month in 1959... 
and substantially over the previous 
month. 44 


Kleen-Stik Layout Sheet 
Aids Display Ideas 


Ever wanted to see how your ad- 
vertising art would work out in 
a point-of-purchase display unit? 
A new layout sheet showing “How 
to Lay Out and Construct 3-Dimen- 
sional Displays” has been pro- 
duced by Kleen-Stik Products Inc. 
for that purpose. 

With this sheet, any adman can 
become a display man by simply 
following the diagrams and apply- 
ing liberal amounts of Kleen-Stik 
where necessary. Included in the 
lay-out diagrams are instructions 
for making a counter top tent, 
shelf edge hanger, aisle corner 
“traffic stopper,” vertical shelf edge 





flange, and a light box for window, 
show case, or flat surface above 
eye level. 
Copies of the Kleen-Stik lay-out 
sheet are available. 
- for more details circle 803, page 109. 


Bank Advertising Signs 
Described in Booklet 


A handbook of classified messages 
for bank advertising has been re- 
leased by Salescaster Displays Corp., 
Linden, N.J. 

All of these messages are de- 
signed primarily for use in the 
Salescaster illuminated moving mes- 
sage display, but they can be 
adapted to almost any other type of 
advertising. 

Messages include copy slanted to- 
ward “Banking by Mail,” “General 
Services,’ “General Loans,” “Pub- 
lic Interest,’ “Travelers Checks,” 
“Savings Accounts,” ete. 

Copies are available. 


- for more details circle 804, page 109. 


Display Idea Seen 
In Memo Minder Magnet 


A magnet in the shape of a cap 
for use in displaying literature and 
advertising materials on bulletin 
boards, windows, walls, etc., has 
been introduced by Memo Minder, 
Cincinnati. 

Measuring approximately 1” in 
diameter and 14” thick, the Memo 
Minder magnet can lift from 134 
to 2 lbs. Because of its permanence 
and strength, it is reported to be 
particularly good where thin plastic 
or wood coatings are used over 
steel. 

It can be plated or plastic-im- 
printed for advertising use, making 
it also suitable as a specialty. Sam- 
ples, quantity prices and details are 
available. 


- . for more details circle 805, page 109. 
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Lithographed Dump Bin . . . Ful! 
color lithography, a new innovation 
on corrugated dump bins, is fea- 
tured in this summer display unit 
for Black Label. The _ half-round 
Black Label bottle topping it is 
4’ high. Unit was created and pro- 
duced for Carling by Keeler & 
Dunkel Inc., Cleveland 
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SELL ‘EM...GET EM ON THE FLOOR 


A collection of self-service floor 
displays designed to move merchandise. 


Od Spite 


Finest Grooming Axcis 
A Man Can Use 


Pedestal Stand . . . Floor merchan- Award Winner . . . Combination 
diser for Shulton’s Old Spice pro- floor merchandiser and window dis- 
vides colorful self-service t in- play unit for Hiram Walker re- 
crease impulse sales Brisk as an ceived outstanding lithographic 
ocean breeze’ slogan and art top production at the 11th Lithograph- 
the display with additional sales ic Awards competition and exhibit. 
copy and product _ illustrations. Canadian Club freighter was pro- 
Base produced by Atlantic Display; duced by Consolidated Lithograph- 
riser, Ledan Reproductions, ing Corp., Carle Place, New York 





Motion Merchandiser Battery- 
operated ‘Batter Up’’ revolving pole 
stacker gets shopper ‘‘stop’’ for im- 
pulse sales. Display card can be 
changed to advertise various ball 
clubs. Double-faced display was pro- 
duced by Ejinson-Freeman Co., Fair 
Lawn, NJ. 


Disney Dump Display . . . Mickey 
Mouse riser lends sales appeal to 
pencil sharpeners. Display, created for 
Disney character pencil sharpener line, 
can be used on counter when re- 
moved from detachable base. Produced 
by |. S. Berlin Press, Chicago. 


Johnson Baby Bin Dramatic 
point-of-purchase impact is seen in 
this simple floor stand with shelves 
topped by Johnson babies. Display 
riser was designed and produced by 
Thomson-Leeds Co., New York; base 
was produced by the Mengel Co., New 
Brunswick, N.J. 


Trolley Bin . . . ‘Jolley Trolley’ floor- 
stand for Burry’s Cookies is a colorful 
spectacular in self-service merchandis- 
ers. Designed to sell from both sides, 
unit is 10% long. Produced by Inter- 
state Boochever Corp., Fair Lawn, 
N.J. 
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Eye-Catcher . . 


. This large changeable letter sign attracts the 


attention of motorists, is used for premium offers, jingles, pub- 


lic service announcements, and just plain 


By Bert Goldrath 


Fifty-five thousand cars whiz by 
the Belco major appliance show- 
room on an average day in Belmont, 
Cal., a San Francisco suburb. They 
can’t buy if they don’t stop. Enticing 
drivers to pause and look is accom- 
plished by owner Joseph Boudreau 
with signs that sell. 

Washers, dryers, ranges and re- 
frigerators move out of the Belco 
store at a fast clip because the 
owner doesn’t merely hang out his 
shingle and wait for the customers 
to flock in. Three years ago he 
shelled out $2,200 for a “reader 
board” that has long since paid back 
its cost. The explanation is simply 
that he regards the sign as a work- 
ing tool rather than as a static de- 
vice of metal and plastics. 


> Imaginatively used, the sign 
reaches down and seizes the atten- 
tion of passing motorists on U. S. 
101 (El Camino Real). The sign’s 
traffic-stopping function is vital in 
a location where foot traffic is prac- 
tically nil. 

Copy is worked up at brainstorm- 
ing sessions. Messages tie in with 
local events, the seasons, politics, 
holidays and even — for civic- 
spirited reasons — with charity 
drives. 
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jokes. 


> Belco attacks the job of talking 
to its 55,000 daily prospects with 
the zest of an advertising layout 
man and a tv commercial writer 
rolled into one. Sometimes a jingle 
fits the situation. Anything that in- 
spires a double-take is deemed 
worthy of going up on the board, 
within the limits of good taste. It 
might be a split message: half on 
one side and half on the other, so 
that people have to stop or slow 
down to satisfy their curiosity. 

High interest was aroused over 
the offer of a free trip to Europe — 
tying in with a local utility com- 
pany promotion. Occasionally copy 
takes the form of a premium offer, 
which the company has found may 
be all that it takes to make up a 
wavering shopper’s mind. In pre- 
Easter weeks the board proclaims, 
in backlighted green and white let- 
ters visible a block away, “FREE 
HAM with every new appliance 
sold before Easter.” Hams given 
away have a retail value of $7 to $8 

Says Mr. Boudreau, “If you're 
going to offer a gift you’ve got to do 
it first class — no being chintzy 
about it.” The store buys hams by 
the case and keeps them in cold 
storage at a nearby market. 


> Similar promotions that draw 
good results are announced by the 
reader board in the weeks prior to 
Thanksgiving and Christmas, when 
king-sized gobblers are presented 
with appliances at delivery time. 
The first time the Easter ham of- 
fer was posted it didn’t draw too 
well, and the owner learned a les- 
son thereby: don’t wait until a few 


days before a holiday, but announce 
the offer at least two weeks in ad- 
vance to give people time to con- 
sider it. 


> Sign copy is not always related to 
free offers, although the ham deal 
was successfully followed up by a 
posted offer of four months’ free 
supply of soap to each washer cus- 
tomer. George Broschat, appliance 
manager, took it upon himself to 
splash upon the board the news 
that “The boss is out of town... 
Come on in and we'll give you the 
place.” 

A sugar-coated message with 
some news value, or even a touch 
of philosophy, is considered appro- 
priate if it masks the “commercial.” 


r SJH2AW WQ 


Setting Type - Appliance manager 
George Broschat (1) and owner Joseph 
Boudreau use the top of the merchan- 
dise to compose the signs that will sell it. 





FOR DISTINGUISHED LETTERHEADS 


RISTOCRAT * BOND 


For the discriminating buyer of bond 
papers there is nothing finer than 
elue-sized Lancaster Bond. It is made 
entirely from crisp, white, new cotton 
fibres. offering brightness. beauty and 
enduring strength. 

Lancaster Bond is unsurpassed too. 
for its rich and uniform cockle finish. 
Whether the letterhead is produced by 
letterpress. lithography or engraving, 
Lancaster, the “Aristocrat of Bonds.” 
will lend new beauty to the letterhead 
design and add prestige to any written 


message. 


Available in four colors. 


blue, cafe, gray, buff, 


plus white. 


{NCASTER BOND 


by Gilbert Paper Company, Menasha, Wisconsin 





FOR A WIDE VARIETY OF OTHER USES 


100% COTTON FIBRE CONTENT 


Wills... Deeds 
Notes 


Permanent Records 


Lancaster Bond is also as “tough” as it 
is beautiful. In addition to letterheads 
and envelopes, use Lancaster Bond 
wherever there is a demand for a paper 
with long life and the ability to with- 
stand continued handling. Its 100% 
cotton fibre content assures you of a 
paper that can really take it and retain 
its crisp brilliance. This is Lancaster 
Bond, Hi-Fi white, cockle finish, sub. 20 
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Another way in which the big sign 
has been used is to plug the March 
of Dimes campaign. Mr. Boudreau 
feels happy when his sign is able to 
render such public service. 

Prior to the Olympic Games at 
Squaw Valley, when accommoda- 
tions were scarcer than hens’ teeth, 
Mr. Boudreau used his sign to offer 
lodgings nearby at attractive rates. 
This was because he also operates a 
resort in the Sierras not far from 
Squaw Valley. While most dealers 
can’t duplicate that kind of an offer, 
it shows the lengths to which the 
owner goes to make the most of his 
board. 


>» A jingle that was brainstormed at 
one of the frequent round table ses- 
sions was responsible for a marked 
increase in volume. The message 
read, “Let it rain, let it pour, use 
our dryers evermore.” 

The jingle reminded men driving 
by during the rain that their wives 
have clothes-drying problems. This 
message was so well-received that 
it was retained for about a month. 
Normally the board is changed 
every week or ten days, so that 
motorists get into the habit of an- 
ticipating fresh copy. 

The owner believes that “for 
every promotion that scores you 
may have five or ten that don’t. 
That goes for advertising in all 
suitable media. But the reader 
board has an advantage over a 
newspaper ad in that, if it kindles 
curiosity, the prospect can “stop 
right now and do something about 
it.” However, to get the greatest 
mileage out of both forms of ad- 
vertising, the store tries to relate 
them with concurrent copy. 


>» The reader board is six feet high 
and projects ten feet out over 
Belco’s 100-foot frontage. A steel 
roof-mounted tripod supports the 
sign, which is lighted from within. 
Translucent red plastic letters ten 
inches high are generally used for 
the top line, and green eight-inch 
letters for the balance of the copy. 
The sign’s $2,200 cost included a 
supply of letters but Belco has since 
invested up to $600 more in char- 
acters at $2.50 to $3 apiece. 

Mr. Boudreau had rather an 
amusing struggle with sign manu- 
facturers when he first decided that 
a reader board was the best medi- 
um for his situation. The sign- 
makers came up with their stock 
item: it had glass on both sides, 
metal channels across the two faces 
and a wide border. Boudreau 
balked. “The kids can throw rocks 
through the glass,” he said. “Can’t 


GRAPHIC 
CALCULATOR Complete 


design 
COMPANY service 


Designers and manufacturers of custom FREE 
Data Dials and Slides, and mechanical SAMPLES 
demonstrators ... of paperboard and 

plastic... 
selection and specification. Fast 


for sales promotion, product * 


delivery 


1324 


If You Don’t Get At Least 10 New Ideas and 
Money Saving Techniques of Important Use to 
You...RETURN THIS BOOK IN 10 DAYS! 


GIANT-SIZED 423 PAGE 


ENCYCLOPEDIA 
of the GRAPHIC ARTS 


Here, in one single, authoritative, complete, comprehensive encyclopedia is your 
complete graphic arts technical library. It is the one book in its field that will be 
kept close at hand—as your immediate and dependable source for the essential 
information and solutions you need to answer your platemaking and presswork 
questions...and to solve your photomechanics and printing problems. 


IF YOU BELONG IN ANY ONE OF THESE CATEGORIES, THIS 
BOOK WILL BE YOUR CONSTANT SOURCE OF AUTHORITY! 


* ARTIST, ENGRAVER, LITHOGRAPHER, PHOTOGRAPHER, PRINTER, SILK SCREEN OPERATOR... 
here is your comprehensive “‘how-it’s-done” picture of conventional techniques, plus the new- 


est innovations, many of which have never before been published. You'll learn new ways 
to achieve finer quality. 


ADVERTISING AGENCY, PRODUCTION MAN, STUDIO HEAD, AD MANAGER, GRAPHIC ARTS 
BUYER...here is the book that shows you how to obtain better results, greater efficiency in 
the planning and preparation of materials for printing and platemaking. 


* THE EXPERT—will find this book a welcome refresher and a means of keeping up-to-date. 
* THE NOVICE—will find it a source of education equal to years of schooling and practical work. 


9 IMPORTANT 1. Originals for Reproduc- 6. Photolithography and 


CHAPTERS 


tion Offset Printing 
+ Photographic Materials 7. Photointaglio Proce- 


Covering every phase of and Equipment dures 


photomechanics and printing 
—completely informative... 


. Continuous Tone, Line 8. Silk Screen Process 


yet as easy-to-read as a and Halftone Photogra- 9. Civilizations Debt to 
novel. PLUS over 300 illus- phy Paper 


trations...including articles ; i 
7 con ie es Gee Color Reproduction Plus a Complete Subject 


ers and practitioners in the - Photoengraving and Index and 


graphic arts field. 


10-DAY FREE 
INSPECTION 
COUPON 


\f you don’t agree 
that ‘Photomechanics 
and Printing” is the 
most used book on 
your desk, return it 
after 10 days’ free 
examination for your 
money back. $15.00 
postpaid in U.S.A. or 
Canada, $6.00 else- 
where. 


Letterpress Printing Proper Name Index. 


ee 


TO: Advertising & Sales Promotion 
200 E. Illinois Street 


Chicago 11, Illinois Attn.: Technical Book Dept. 


(] | accept your FREE 10-day inspection offer. After 10 days I'll 
either return your book in good condition or send my check for 
$15.00. 


() Enclosed is my check for $15.00. Same 10-day free inspection 
and return privilege apply. 


Name inne 
Organization. 
Address__ 


ee ae 








Lieceee aman am an ameman 


August 1961 * A&SP + 33 





you substitute plastic? The metal 
strips will clutter up the most im- 
portant part of the board. And I 
want a narrow border so I can get 
more lettering in or at least have 
more white space.” 

At the time these were apparent- 
ly new concepts, and the problem 
was tossed back to the engineers. 
They decided that the demands had 
merit, and they designed exactly 
the board he wanted. It has since 
become a standard in the sign in- 
dustry, he says, but his store was 
probably the first in the nation with 
this type of board. 


> Just as the sign works in correla- 
tion with newspaper advertisements, 
so it functions harmoniously with 
the store’s other signs. There are 
four other important sign types on 
the frontage. 

Above the full-depth windows on 
the facade of the store, which spans 
65’, brand names of nationally- 
known lines are spelled in neon 
letters a foot high. At right angles 
to highway traffic an illuminated 
sign 25’ tall carries the single name 
“BELCO” in yard-high letters, and 
below it, “Appliances.” 

The words “USED APPLI- 
ANCES” are bannered across the 
35’ frontage of an adjoining open- 
air roofed-over lot devoted to dis- 
plays of traded-in merchandise. 


> Signs have proved such good at- 
tention-grabbers that Boudreau has 
installed a frameless window sign 
with reflective characters for “spe- 
cials.” Here he displays such mes- 
sages as “$200 for your old refrig- 


Tork Introduces New 
Time Sign Control 


The first time switch to combine 
mechanical switching with sensi- 
tivity to light for automatic “on/off” 
control of lighting, has been an- 
nounced by Tork Time Controls 
Inc., Mount Vernon, N.Y. 

According to the company, com- 
bining time-switch and light-sensi- 
tive controls provide considerable 
flexibility over either straight me- 
chanical or photo-electric control. 
While the unit was first designed 
to fill the demand and need of 
architects and consulting engineers 
for the best possible control of en- 
trance lighting, outdoor protective 
lighting, etc., it is now considered 
to be excellent for use in the out- 
door advertising industry which can 


profit from the “lighting when 
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erator” or “Free 220-volt wiring 
with your electric range.” This sign 
is in lieu of the previous practice 
of bringing in a painter to daub up 
the windows. 

Painting a sign was expensive and 
cut down both light and visibility 
in the showroom. Besides, it was so 
costly that they usually left a 
painted sign up for six months. Now 
it is only a few minutes’ work to 
set up a new message in the win- 
dow — a weekly task. 

Mr. Boudreau has plans for an- 
other traffic-stopper. Keeping his 
eyes open, he has observed that 
there are clocks aplenty on com- 
mercial buildings in the area but 
not one thermometer. So his next 
advertising device will give the 
temperature and build goodwill si- 
multaneously. 


> Relying on signs to perform the 
lion’s share of pre-selling repre- 
sents a departure in Mr. Boudreau’s 
modus operandi. A few years ago 
the store had as many as six peo- 
ple on the payroll selling appli- 
ances, some of them canvassing 
homes. Noting how other dealers 
who got “too big” had failed, he re- 
duced the staff to one or two sales- 
people. 

“Considering the thousands of 
dollars we used to spend on sal- 
aries,’ he asserts, “we are on a 
much more financially sound basis 
than before. By maintaining a full- 
time service department, providing 
full-kitchen displays and _ tooting 
our own trumpet with all the dif- 
ferent signs we have, we seldom 
lose a sale to a discount house.” 4¢¢ 


needed” feature offered by the new 
control. 

With this new device, lighting 
comes on automatically, as needed, 
regardless of the season. It goes off 
when it is no longer desired at any 
pre-set hour. This automatic off 
feature means lights do not have to 
remain on until dawn as with ordi- 
nary photo electric controls, thus 
providing for a savings in kilowatt 
hours. 

The photo-sensitive time control 
will turn lights on whenever natu- 
ral light drops to approximately 
two to four foot candles, a good 
compromise between early and mid- 
sunset range. In this way, a dark 
summer storm at 4 p.m. will cause 
the light-sensitive switch to re- 
spond, to turn lights on even though 
sunset may not be until 7 p.m. or 
later. 

A passing cloud, however, causing 


Animated displays have come a long 
way — but this is too far! 


momentary darkness, will not affect 
the switch. It has a built-in time 
delay feature to provide “snap ac- 
tion” switching with no intermittent 
flutter or unwanted operation due 
to temporary cloud movements as 
with relay-operated photo cells. 
Light conditions must remain con- 
stant for 30 seconds before the 
light-sensitive switch operates. 

Special wiring to the photo-sen- 
sitive cell, mounted outside the 
building, permits for standard in- 
door mounting of the time switch. 

The new Tork controls are avail- 
able in a variety of models, one of 
which enables the operation to be 
skipped on Sundays or any pre- 
selected day of the week auto- 
matically. 

Further information, wiring dia- 
grams, etc., can be obtained from 
Tork Time Controls Inc., Mount 
Vernon, N.Y. 44 


Wire and Metal Displays 
Discussed in Booklet 


The effectiveness of wire and 
metal displays at the point-of-pur- 
chase level is discussed in a new 
booklet from Perma Wire Display 
Corp., New York. 

The booklet points out that after 
the national advertising, it’s what 
happens at the point of sale that 
makes or breaks the manufacturer 
at the retail level. “Don’t expect 
help from the retailer,’ the booklet 
says firmly. “With hundreds of 
brands to sell, no retailer can give 
special selling treatment to any one 
brand. The job is up to you.” 

The point-of-purchase display is 
the answer to retailers’ lack of seil- 
ing one particular brand, says 
Perma Wire, and the wire and 
metal display has a variety of ad- 
vantages over other materials. 

A variety of these displays is 
shown, as produced for a number 





. eS ee ROBERTSON METAL SIGNS SELL... ANYWHERE 

vertisers, showing the range of ap- =a 

plications possible. Also of value to ; . , 

th nr ; 12 Sears a No matter whether you need them indoors or outdoors, Robertson metal 
e reader is a -point guide to : ss 

more profitable aw of bie signs give your sales message extra color, extra durability. Baked en- 

< _ = ae ° ° ~ . . 

display units amel, litho, silk screen, halftone and reflective processes are available. 
Copies of the booklet are avail- Choose any type, any size — our volume rates will appeal to you. Send 

able. for our brochure. Better yet, let us quote on that next job. 

- for more details circle 801, page 109. * Door Signs, Tire Stands & Signs * Deep Draw Signs 

Wall Signs Thermometer Signs ¢ 4-Color and 
Blackboard Signs Hanger Signs Halftone Signs 
Curb Signs Tacker Signs ¢ Three Dimensional 
Roadside Signs Flange Signs Signs 


Display Conversion Service Store Front Signs Stamped Frame Signs ¢ Wood Frame Signs 


Announced by Kleen-Stik 
A new service for advertisers ROBERTSON SIGN COMPANY 


which enables them to convert 15 N. Lowry Avenue ¢ Springfield, Ohio 
printed literature into point-of-pur- 

chase pieces has been announced 

by Kleen-Stik. 

Using direct mail broadsides, re- 
prints of advertising, etc., the serv- 
ice will convert these into posters 
which can be mounted on windows 
or walls by having pressure-sensi- 
tive strips or spots applied to the 
back of each piece. 

The conversion utilizes a machine 
called the Multi-Tape Applicator 
which can apply up to six pressure- 
sensitive tape strips at one time to 
press sheets or trimmed pieces. 

Additional information is avail- 
able from Kleen-Stik, 8630 S. San 
Pedro, Los Angeles. 44 


Haft & Sons Booklet 
Outlines P.O.P. Facilities 


A question and answer booklet, 
released by Haft & Sons Inc., gives 
a great many facts on motion units 
and lighting equipment for point-of- 
purchase displays. 

Through its question and answer 
format, the booklet outlines exactly 
what the company facilities are, and 
what is required of the customer in 
obtaining good work at practical 
costs. 

Copies of the booklet, “What 


Business Are You In,” are available 





. for more details circle 802, page 109. 
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New Motion Display 


“TWIRL n’ SELL” 
Designed For Posters 


DISPLAY! 


A new leaf-turning display unit 
for showing a series of posters, 


, : ’ 
Here is another outstand- (¢ v 
‘ : ing example of the use of 
signs, etc., has been introduced by versatile “elas Vow fae ysan 
Magic Monitor Mfg. Co.. Kansas Susan”’ turntable ball bear- 
as, 2 & i ings. Tens of thousands BEARING 
City, Kan. successfully used in revolving displays and signs to 
: . ” 5 ; stimulate the “buy e-motion.”’ Turntables swivel 
The unit can hold up to 20 de- easily on low cost ball bearings only 4” thick. 
signs in one loading and show Capacities to 1000 Ibs. 3”, 4”, 6”, 12” sizes avail- 


. : able. Write for literature, samples and prices. 
them automatically at a time rate 


of from one to five per minute in a NGLE MANUFACTURING Co. neal Mle 6s 


by Display Workshop 
continuous turning operation. It is 710 DIVISION ST., OSHKOSH, WIS nT 


» + + an economical, smooth turning 


Chicago 
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1 IF YOUR CHILD HAS 

A BAD SORE THROAT.. 

call your doctor, especially if there is 
difficulty in swallowing, swollen neck 
glands, high fever, nausea or vomiting. 
Prompt treatment of “strep” throat 


can prevent rheumatic fever and rheu- 
matic heart disease. 


IF YOU THINK YOU HAVE 
HIGH BLOOD PRESSURE .. 


see your doctor. Only he can tell. He 
can usually control it and decrease the 
chances of heart damage or “stroke”. 


STROKES ARE NOT HOPELESS.. 


Many patients can be treated effec- 
tively. Invalidism can be prevented or 
reduced. 


Your Heart Fund dollars helped to 
produce these advances. But heart dis- 
ease is still the nation’s #1 health 
enemy. Further progress depends upon 
your support of medical research. 


GIVE to the 


Ask your Heart 
Association for these and 
other helpful pamphlets. 


HEART FUND 
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available in many sizes in a 
stripped-down form and can be at- 
tached easily to a frame or cabinet 
of the customer’s design with just a 
few screws and can plug into any 
110V electrical receptacle. 

Magic Monitor is not much larger 
than a stationary card or poster 
and is suggested for use in point- 
of-purchase and window displays, 
outdoor posters, etc. 

Complete information is available 
from Magic Monitor Mfg. Co., 807 
Sandusky St., Kansas City, Kan. 44 


Free-Standing Curb Sign 
Developed in Giant Size 


A free-standing curb sign that 
stands 71%’ tall has been introduced 
by the Stout Sign Co. 

The sign has three ad panels 
with the two upper ones designed 
to be free-swinging and the lowest 
one stationary. The manufacturer 
reports greater wind resistance for 
the signs because of the upper free- 
swinging panels and greater stabil- 
ity because of the strong, rein- 
forced base which is attached to the 
stationary panel. The legs are made 
of channel iron with the upper 
body sections of hollow tubing. 

The development of the giant 
signs was the result of increased 
demand for larger,.more dominant 
curb signs that would also provide 
at least two dealer privilege panels 
along with the advertiser’s message. 

The company reports the curb 
stand signs have been engineered, 
tested and found to be exceptionally 
stable for service stations, parking 
lots, motels, etc. Each unit is shipped 
in a 53x40” carton. 

Complete information can be ob- 
tained from the Stout Sign Co., 
6425 W. Florissant, St. Louis 20. 44 





How to Save Money on 


Simple Presentations 


A sales promotion man gives more than 
a dozen ways to make your presentations 
attractive, without a professional budget. 


By Eric Adams 

Sales Promotion Manager 
Honeywell Controls Ltd 
Toronto 


Don’t look now, but that fellow 
slumped over his desk has just been 
asked to get out a special sales 
presentation in two days. The pres- 
entation will help a salesman close 
a deal with an important new pros- 
pect and it has to be tailored to the 
exact job. Needless to say, there’s 
neither time nor money for profes- 
sional layouts, special artwork, or a 
lot of typesetting. This presentation 
is intended for one-time use and it 
has to be done on a shoestring. 

Most sales presentations of this 
sort result when a salesman wants 
to leave something with his pros- 
pect which is slightly better than 
a simple folder and a proposal let- 
ter. He’s after a “dressed-up” pres- 
entation, tailored to lay skilful em- 
phasis on certain details that may 
help close the sale. 

By keeping a few simple ideas on 
file, together with some low cost 
materials and equipment, you can 
handle such tasks with ease. The 
suggestions that follow call for no 
special skills, creative or otherwise. 
You won’t want to adopt all these 
ideas in a single presentation, of 
course, but the use of some of them 
will go a long way to giving the re- 
sult you want. 


> In most low-cost sales presenta- 
tions, the job becomes one of find- 
ing ways to supplement standard 
literature — _ specification sheets, 
descriptive folders, catalog pages, 
price lists, ete. — with additional 
data that stresses sales points and 


slants the presentation to the pros- 
pect’s requirements. 

For a start, here are eight ways 
you can prepare pages of specialized 
data: 


1. Instead of typing on the ordinary 
sheets of white paper, try stocking a 
few 81x11” sheets of a good grade 
of deckle-edged stock in two or 
three pastel shades, buff, gray, blue. 
Such inserts go a long way to giving 
a custom look. 

Incidentally, typing on such sheets 
takes on a crisp look with the ma- 
chine set at “stencil” and typing 
done through a sheet of fresh car- 
bon paper. This is an old stunt, and 
with a little experimenting it is pos- 
sible to come up with an impression 
that closely resembles a_ printed 
page. 


2. If your sales story is one where 
you wish to present several points, 
labelled 1, 2, 3, etc., there’s a low- 
cost way to add striking big num- 
bers. All you have to do is to cut 
rectangles with suitably styled num- 
bers from a calendar pad. Don’t try 
to do it with scissors or you risk 
wavery edges. Use an office-style 
paper trimmer (photographic stores 
also stock them) for clean, straight 
edges. 

While such numbers can be at- 
tached to the page with the usual 
rubber cement, known to everyone 
in graphic arts fields, there is an- 
other method you should know 
about. For some applications it is 
easier and better to use dry-mount- 
ing tissue, which can be bought in 
small packages in any larger photo 
supply store. This material (in- 
structions come with it) can be 


used with an ordinary household 
iron for attaching all manner of 
things to pages. What’s more, things 
stay stuck. There is no detaching 
with the passage of time, as often 
happens with rubber cement. Dry 
mounting tissue is ideal for fasten- 
ing small pockets to pages to hold 
business cards, small folders, etc. 


3. Why not take advantage of the 
attention-compelling value of 
“white on black”? While it’s not a 
stunt that should be overdone, you 
can often gain emphasis by prepar- 
ing a negative stat of typing or let- 
tering (on double-weight paper) 
trimmed to page size. Be sure to 
keep the copy large enough for easy 
reading. This idea works very well 
when it incorporates simple art- 
work, such as a company logo. 


4. An ordinary ruler and a sheet of 
white bond paper are all you need 
to make another form of page at- 
tachment which sometimes solves 
presentation problems. Use the ruler 
to tear out “deckle-edged” rectan- 
gles of one size or another. After 
typing is added, these can be at- 
tached to pages. 


5S. Another device for attaching 
things to pages lies in the use of the 
colorful adhesive tapes now avail- 
able in a variety of materials. Keep 
a couple of rolls on hand to give 
you a choice of color and width. 
Run the tape around the edges of 
whatever attachment you are put- 
ting on the page. Focus attention on 
the salesman’s name by using col- 
ored tape to attach his card to the 
final page. 


6. Art clipping services offer a val- 
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YOUR COMPLIMENTARY COPY OF... 


Mainliner an 


A MAGAZINE FOR UNITED AIR LINES GUESTS 











this is new Velvo Litho-Gloss. Cleartone 





NEW COMPLETELY RESTYLED 
COATED OFFSET HELPS 
AIR CARRIER BUILD GOOD WILL. 


Mainliner Magazine is United Airline’s way 
of saying ‘Welcome aboard . . . enjoy the 
trip." So everything about it has to be top 
flight: the writing, the photography, repro- 
duction . . . and the paper. 


To get fine color reproduction, with depth 
and character, Edwards and Deutsch—long 
a user of Velvo Offset Enamel—enthusias- 
tically endorsed the recommendation of West 
Virginia to use excitingly new Velvo Litho- 
Gloss, Cleartone. 


This new West Virginia stock is the end re- 
sult of extensive research and development 
to produce a cleaner, clearer, more neutral 
shade of coated offset. In fact, Velvo Litho- 
Gloss, Cleartone, is by far the cleanest and 
the whitest sheet in its class. What's more, 
it has superior numerical and visual opacity 
and, like all Westvaco offset papers, it is 
stabilized for closer, multi-color register. As 
you can see, the new Cleartone style of 
Velvo Litho-Gloss offers you outstanding 
value and we suggest you prove it to your- 
self with a trial order if you have not already 
done so. 


Mainliner Magazineis edited by Gregg Perry 
of United Airlines. It was created and litho- 
graphed by Edwards & Deutsch Lithograph- 
ing Company, Chicago, Illinois. They used 
Velvo Litho-Gloss, Cleartone 80#, running 
it on a 52 x 76 4-color Harris sheet-fed off- 
set press. (If you would like a copy of Main- 
liner, or other samples of Velvo Litho-Gloss, 
Cleartone, just drop us a line.) 


A Westvaco representative will be happy to 
demonstrate how our full line of coated and 
uncoated papers adds extra impact to a sell- 
ing message. He'll also explain the benefits 
of our modern marketing program that gives 
you direct access to technical service and 
research facilities along with direct sales and 
shipment. Write: 230 Park Avenue, New York 
17, N.Y., or contact a sales office listed below. 


West Virginia 
Pulp and Paper 


FINE PAPERS DIVISION 
COMMERCIAL PRINTING PAPER SALES 


CHICAGO FR 2-7620 NEW YORK mu 6-8400 

DETROIT pt 1-5522 CINCINNATI RE 1-6350 

PHILADELPHIA LO 8-3680 PITTSBURGH Co 1-6660 
SAN FRANCISCO GA 1-5104 


In Baltimore, Cleveland, Los Angeles, Milwaukee, Minneapolis, 
St. Louis, St. Paul, ask operator for Enterprise Service. 





uable source of line art that can be 
cheaply adapted to special presenta- 
tions. For example, if you’re trying 
to lay emphasis on the speed of 
your company’s service, long life of 
products, or similar sales features, 
you can often pick up humorous 
art from a clipping file and stat it 
with suitable typed copy to make 
up a page. 


7. There’s a simple way to add col- 
or to black-and-white pages, too. 
Keep on hand several of the mark- 
ing devices which consist of a con- 
tainer of color with a built-in felt 
nib. These are easy and quick to 
use. It takes no skill at all to under- 
line one or two important points in 
color. With a little skill, you can fill 
in parts of a line drawing, or put a 
dash of color behind it. Use such 
marking devices boldly and not too 
extensively, and you'll be surprised 
at what you can achieve. 


8. If your sales story involves sev- 
eral points, one to a page, you can 
emphasize continuity by the simple 
device of a large arrow cut from 
colored paper and mounted on the 
lower right-hand corner of each 
page. 


> What about other enclosures that 
make up sales presentations, such as 
photographs, catalog pages, and 
other printed inserts? Can anything 
be done to help them tell their story 
more effectively? Here are four 
ideas: 


1. Selective use of a red or black 
marking crayon (with a reasonably 
sharp point!) can go a long way to 
draw your prospect’s attention to 
features you are anxious to empha- 
size. Use the crayon to underline 
or box important data. Or you can 
use an arrow. Don’t hesitate to add 
brief marginal notes, aimed spe- 
cifically at your man. 


2. When it comes to photographs, 
why not borrow a tip from the pic- 
ture magazine editors? For only a 
little more than the cost of con- 
ventional 8x10 prints you can make 
page-size blow-ups and without 
white borders. Let pictures of your 
products, plant installation shots, 
etc., bleed on all sides. Such pic- 
tures look big and dramatic. They’re 
far more effective than smaller 
prints slipped into acetate holders. 


3. Many presentations involve the 
enclosure of a letter of quotation. 
In some cases, it might be a wise 
idea to handle this so that it is free 
for your prospect to remove and 
show to others, or to file. You can 
do this by mounting an envelope on 
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the page to serve as an enclosure. 
Trim off the flap for easy removal 
of the letter, and if you want to 
dress the thing up a bit, add simple 
shading with the felt marker men- 
tioned above. 


4. A type of enclosure that is often 
overlooked in making up sales pres- 
entations is the business paper 
story. If your service or product is 
one that has been featured in a 
good article, why not include an 
appropriate reprint? Such a story 
often has far more impact than 
promotional literature. 


> As far as covers go, there are sev- 
eral ways to handle this part of the 
task. Most companies have some 
sort of standard paper cover for en- 
closing presentation material, but 
in special cases the problem be- 
comes one of finding something a 
little better or different. Here are 
some suggestions: 


® One of the easiest things to do, 
and one prominent advertising a- 
gency doesn’t hesitate to use this 
arrangement for even its largest 
prospects, is to resort to the sim- 
plest possible cover. That is, per- 
fectly plain stock, augmented by a 
label carrying company logo or in- 
signe, and neatly typed to the at- 
tention of the prospect. The trick in 
this case is to select a very fine 
grade of stock, with dignified tex- 
ture and color, so that a feeling of 
quality results. One company using 
such a cover found it was far more 


Now You See It. . 


in demand by salesmen than half a 
dozen more elaborate choices. 


@ Another simple stunt to add a 
quality touch is to include a sheet 
of plain acetate over front and back 
covers. The idea can be carried fur- 
ther, if you wish, by preparing such 
acetates with your company insigne 
silk-screened or gold-stamped on 
the front. 


® In some cases excellent covers 
for special presentations can be 
made photographically, and are 
easy to use if you intend to bind 
the material with a plastic comb or 
spiral binding. All you need to do is 
to arrange a suitably-sized double- 
weight print on matte-paper show- 
ing your product or plant and very 
often a dramatic cover results. Such 
illustrations should usually bleed on 
all four sides. If lettering has to be 
added your photographer can ad- 
vise you on the best way. A good 
idea for a back cover in such cases 
is to take a sheet of the same photo 
paper, expose it to light and de- 
velop. This results in a totally black 
back cover of material to match the 
front. Otherwise use a sheet of photo 
paper which has been processed, 
but not exposed to light. This will 
give you a white matching back. 
Another idea for your back cover 
would be to make it up so that it 
contains your company’s monogram 
or logo. Your photographer can 
supply you with a few sets of photo 


. Da-Lite Screen Co., Warsaw, Ind., has introduced this pole screen 
that keeps a projection screen handy behind a decorator panel. The product comes 
with planter brackets and flower pots. A turn of the pole and you have your screen 
is the general idea. 





covers made up in advance, to use 
as needed. 


The physical binding of your ma- 
terial will probably follow the 
standard arrangement of using eith- 
er plastic spiral binding of some 
description, or a “three hole punch” 
arrangement whereby insert pages 
are held by paper fasteners or sim- 
ilar devices. 

If the amount of material you are 
presenting isn’t great, you might 
like to use a simpler arrangement. 
One such construction is nothing 
more than a front cover with a 
folded edge to permit stapling in a 
few pages. A variation of this is 
nothing more than 1914x1114” sheet 
of card, folded off-center. Pages are 
stapled in, and the off-center fold 
results in an edge that can be 
utilized for copy. Presentations of 
these sorts are best limited to those 
which can be handled in a dozen 
or so pages, or the equivalent. 

An idea file like this will bring 
you the reputation of a brainy guy 
turning out presentations quickly, 
and at low cost. 44 


TV Commercial Audit 
Procedures Described 


The Association of National Ad- 
vertisers, 155 E. 44th St., New York, 
17, has report outlining 
audit procedures which advertisers 
and their agencies may employ to 
verify proof-of performance affida- 
vits provided by individual stations 
or networks. 

Price of the report for non-mem- 
bers of ANA is $2.50. 44 


issued a 


Television Ad Bureau 
Booklet has Maze Cover 


The Television Bureau of Adver- 
tising is distributing a maze em- 
bossed booklet giving the results of 
a Penn State research project in 
basic research. 

The booklet was designed by Ken 
Saco Associates, New York, and out- 
lines “some of the progress being 
made in the understanding of the 
maze of the decisions surrounding 
the creation and evaluation of mod- 
ern advertising.” 

The maze on the cover is con- 
structed so that the goal can be 
reached only if one block is re- 
moved. “Meaningfully, the block oc- 
curs early in the puzzle, and sym- 
bolizes the advertising research 
problem,” states a publicity release 
from the design firm. 44 


Paramount Productions 
Describe TV Facilities 


A booklet describing the facilities, 
physical and human, of Paramount 
Television Productions Inc., Holly- 
wood, has been prepared by that 
company. 

It describes how it helps the tele- 
vision producer in his every tech- 
nical need and demonstrates how 
these facilities were used in the pro- 
duction of such tv events as the 
showing of the Bolshoi Ballet, 
Hedda Hopper’s Hollywood and 
several spectaculars. 

Copies are available. 

- for more details circle 806, page 109. 


Graphic Chart Systems 
Shown in Pryor Folder 


Graphic chart systems made by 
Pryor Marking Products, Chicago, 
are shown in a new folder of the 
company. 

The various systems are aids in 
stock control, sales targets and 
achievements, incentive charting, 
organization charting, machine load- 
ing, efficiency charting, safety rec- 
ords, production planning, budget 
and quality control, personnel con- 
trols and many other business uses. 

Copies of the folders are available. 

- for more details circle 807, page 109. 


Easels as Visual Aids 
Shown in Advance Folder 


A folder describing Optivox visual 
aid easels and easel accessories 
manufactured by Advance Furnace 
Co., Wichita, Kan., has been issued. 

Accessories include lamp fixtures, 
mounting brackets, extension arms, 
chart hangers and pad _ holders. 
Easels have many applications in 
selling demonstrations and in speak- 
ing to groups of prospects or 
trainees. 


- for more details circle 808, page 109. 











Tell Your Story, Sell Your Products 
with PRC Continuous Projector 


Capture the attention of everyone in sight 
and-show ’em...sell’em... teach ’em! 
Over the counter, on display tables, in 
windows, terminals, lobbies and classrooms, 
at conventions and sales meetings or built 
into displays — the Pictur-Vision continu- 
ous slide projector will work like magic! 
Television-like in appearance and appeal 
this quality built projector will show 16 
color or black and white slides at 9-second 
intervals that tell your audience a story 
dramatically and forcefully in a little over 
two minutes! 

SPECIFICATIONS: 500 hour, 750-watt pro- 
jection lamp projects full radiant image 
on large 16-inch Solarbrite screen. Bleached 
mahogany finish cabinet of solid plastic 
Fiberesin — won’t scratch, burn or water- 
mark. PRICE COMPLETE . . $250.00 

For further information, write 

PICTURE RECORDING COMPANY 


Oconomowoc, Wisconsin LOgan 7-2604 





Ae OA 

soo) be 
We me eh 
have we Grom bee cell 
auto=- 
matic A048) 
projectors for point 
of sale and trade “hate 
shows. We have desk top 
wae both slides 
and film strips— ie iy) 
with or without EL me 
sound, designed with ; 
your salesmen in DAVENPORT 
mind. For Information, ene, 
Write Dept. A861 





FOR QUALITY WORK ON 


Whether you need waterless pressure-sens!- 

tive decals or other Kleen-Stik items. Our silk 

screening is superior. Creative and production 

facilities. Send now for free samples, estimate. 

§CREEN PROCESS PRINTING COMPANY 
P, O. BOX 948, WICHITA 1, KANSAS 


SEE KLEEN-STIK AD 
Page 14 





23,000 HIGH SCHOOLS 

Names and addresses on addressograph 
plates 

Available for addressing 

your direct-mail promotions. 
For complete details, 
phone ... 

SPECIAL CORRESPONDENTS, INC. 


230 East Ohio Street, Chicago 11, Illinois 
DElaware 7-1065 


write, wire or 
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Sales Tool 
On Target 


1s 


The main trouble with “On Tar- 
get” is that it misses it completely. 
Designed for showing to printing 
salesmen to help stimulate sales for 
American Beauty Cover Co., mak- 
ers of catalog covers, it has a good 
forthright sales message to deliver. 
Apparently, the filmmakers have de- 
cided that simplicity is not enough. 
Consequently, they have produced 
a disorganized film full of coy de- 
vices. 

At the beginning of the film, we 
hear what is going on in the bored 
salesman’s mind. This what-he-is- 
thinking device disappears immedi- 
ately thereafter, never to re-appear. 
It is dropped in favor of using a pis- 
tol to illustrate the sales message— 
it badly misfires. Since the pistol is 
used as a device for telling the story, 
the format of the film is forced into 
following an illogical pattern. 

In terms of catalog covers, “am- 
munition, aim, fire” is translated in- 
to jumps from artist’s layout to fin- 
ished product to client, to the fac- 
tory process, etc. The step-by-step 
process in the manufacture of a 
catalog cover is never quite clear. 
Nevertheless, the covers are nice 
and are of interest to anyone who 
prepares reports, catalogs, etc. With 
a good simple story to tell, it would 
have been better to have told it thus. 

T.K.F. 


. Demonstration 


One of the obvious uses of an 
audio-visual is to furnish an in-the- 
office demonstration of a device 
which the salesman cannot carry. 
This is an excellent example of a 
filmstrip designed to be such a tool 
for a salesman. Straightforward, 


42 +> A&SP + August 1961 


FILM REVIEW 


with no attempt to dramatize or in- 
troduce artificial excitement, it 
shows a bulk piece of equipment, 
how it works and what it can do. 
Aimed at prospects for an auto- 
matic machine for producing offset 
plates, it should fulfill its real func- 
tion of bringing enough information 
to the right people. It may not be 
flashy enough to win awards, but we 
are willing to bet that it will be ef- 
fective in the field, where it counts. 
R.B.K. 


Sales Tool 


The other side of guilt by associ- 
ation must be success by association. 
And it is this success that Bulova is 
courting in this motion picture. As 
far as this reviewer is concerned, 
Bulova got what it wanted and in 
doing so, the watch company uses 
film as intelligently as we’ve ever 
seen it used for sales promotion 
purposes. 

The movie tells of man’s search 
for an answer to what really exists 
out there in space where planets like 
the earth are swallowed up by dis- 
tances almost beyond the ken of 
man. It shows of some of the an- 
cients’ first, and quite perceptive, 
guesses about the heavens and it 


let's go back to where you knew 
what you were talking about. 


tells you of what modern man has 
found out about space and the plan- 
ets. Some very exciting scenes show 
rockets leaving the ground and this 
entire technical and mechanical ac- 
tivity is projected on the screen 
with tremendous impact. It may be 
the start of a new era or the end of 
everything but in either case you get 
the feeling that this is a movie about 
something vital and important and 
breath-taking. 

Then, casually, Bulova tells you 
about its newest product, the Bul- 
ova Accutron, and how this watch is 
a product of the space age and era, 
indicating that much of the scientific 
procedures and skills that lift a 
rocket higher than man has ever 
gone are used to give you this new- 
est time-keeping product. Just how 
this is done is never made clear but 
by the time you get the commercial, 
you have been dazed by the shots of 
the rockets brusting from earth to 
pierce the unknown skies, and you’re 
not in any mood to quibble. 

This is the reason the movie 
works. You might not be able to ex- 
plain why the Bulova Accutron is a 
product of the space age, other than 
to mumble something about a tun- 
ing fork being used instead of a 
balance wheel, but you believe it 
and you will probably consider Bul- 
ova the next time you buy a watch. 

Very smooth, very well done with 
a lesson in selling for every promo- 
tional person. E.S. 


Sales Tool 


Fast Fifties .. . 
made 


Wholesalers and distributors of 
automotive parts are the targets for 
this film and it should please them. 
The sponsor, Monroe Auto Equip- 
ment, gets its sales message across 
but it doesn’t let it dominate the 
film. Instead, it allows color pictures 
of recent Indianapolis 500 races tell 
the story the need for good 
shock absorbers for comfortable and 
safe driving and to show how well 
Monroe products meet these re- 
quirements. 

You don’t have to be a racing fan 
to enjoy the footage about the races. 
The brightly-colored, speeding cars, 
the crashes, the excitement of the 
race, the crowd noises all combine 
to make this an interesting movie. 
And even the most confirmed pedes- 
trian gets the idea... all the cars 
that finished last year’s race used 
Monroe products. E.S. 





Advertisers Buying Guide 


A) BIG: 


ADDRESSING SYSTEMS 


As mailing lists grow longer and longer, and demands grow more and more 


selective, admen are demanding more sophisticated, and more expensive, 


equipment to address their labels and envelopes. 


By Milton Gershman 


There are numerous addressing 
systems now on the market. With 
today’s rigorous demands for more 
and more production, a high-speed 
system is needed to insure a suc- 
cessful direct mail program. 

When trying to select a system 
for your own needs, you must con- 
sider a great many factors. Speed, 
while important, is not the only 
yardstick which you should use. 
Here are some others: 


e The size of your list. 
® How often you use it. 


@e The quality of impression you 
need. 


@ What your equipment will cost 
initially. 


e The cost of the address plates. 
e How much floor space it needs. 


e The degree of 
need. 


selectivity you 


e How frequently you change or 
delete names. 


e How easy is it to maintain the 
list properly. 


To select the system that is best 
for you, you must weigh the ad- 
vantages and the disadvantages of 
each system, especially as they 
relate to your particular needs. 


This decision is not always an easy 
one to make, and often a buyer 
who fails to analyze his own situa- 
tion carefully is led into making an 
improper selection. 

But you must remember that in 
choosing an addressing system it is 
of the utmost importance that you 
make the right choice the first time. 
You are working in a field where 
mistakes are difficult and expen- 
sive to correct. It is no small matter 
to invest hundreds, or more like- 
ly, thousands of dollars to find that 
the system you have chosen does 
not work effectively for you. 


> There are a number of addressing 
systems available to the mail user. 
This article can touch only on the 
major characteristics of each, and 
the descriptions are complicated by 
the fact that almost always the 
manufacturers produce a group of 
machines that can be combined in 
a variety of ways to meet a variety 
of conditions. Each manufacturer is 
willing to analyze a mailing situa- 
tion and recommend the machine 
or machines that it feels is best 
able to handle the task. 


e Addressograph .. The basic 
characteristic of this system, one 
of the most widely used, is a metal 
plate, on which the name, the ad- 
dress, and if desired, other informa- 
tion, can be embossed. When these 
plates are passed through the ap- 


propriate machine, the raised let- 
ters print through an inked ribbon. 
The stencils come in a variety of 
sizes and styles. 

The plates are made by a special 
machine called a Graphotype, which 
operates much like a_ typewriter, 
and uses what is basically a type- 
writer keyboard. An _ advanced 
model is controlled by perforated 
tape, enabling it to operate con- 
tinuously at maximum machine 
speeds. Since tapes can be prepared 
as a by-product of regular typing 
operations, from tabulating cards 
used in accounting, or by a tape 
perforator, the operation is fre- 
quently economical. 

Another machine is used for 
printing the labels or envelopes. Or 
rather, a series of machines is used, 
for the flexibility of the design per- 
mits the manufacturer to put to- 
gether components that can do a 
variety of jobs in the way the cus- 
tomer desires. Speeds run from 2,- 
000 an hour up to 7,500 per hour. 

Many of the machines are able 
to select names from the master 
file, according to as many as 60 
classifications. As the plates pass 
through the addressing mechanism, 
only those that meet the desired 


Mr. Gershman, currently executive vice 
president, Addressors Inc., Chicago, has 
had long experience with many of the 
systems described here, and has ob- 
served others closely. 
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Elliott 


This Model 1250, one of the newest in the line, is small enough to stand 


on a table, is designed especially for envelope addressing 


factors are printed. A just-intro- 
duced model permits the plates to 
be counted at the same time. 
While the equipment produces a 
clear image and is relatively trou- 
ble-free, due to a long history of 
development, it has the disadvan- 
tage of being heavy and requiring 
a large amount of floor space, es- 
pecially for plate storage. The 
initial cost of plates is also com- 
paratively high. 
Addressograph-Multigraph Corp. 


e Speedaumat. . This system is 
a specialized variation of the Ad- 
dressograph, using a small metal 
plate, 1x25”, and a standard em- 
bossing machine. 

The small size of the stencil per- 
mits greater speed of addressing. 
Its work-horse model, for example, 
can run up to 3,500 per hour with 
hand-feeding and up to 7,500 when 
fed automatically. Other models go 
as high as 12,000 per hour, and are 
extremely flexible, able to print 
addresses on dickstrips, gummed 
labels, envelopes, selfmailers, let- 
ters and other commonly-used 
forms. It is able, in one form, to 
print two dickstrips and a mailing 
list galley with a single pass of the 
stencil through the machine. Other 
models are designed to address and 
cut wrappers used in mailing out 
magazines and catalogs, and in- 
clude imprinting at the same time. 

The Speedaumat uses a series of 
notches in the edge of the plate to 
select, for printing or rejecting, any 
particular group of plates. A max- 
imum of 24 classifications may be 
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used, and the selector mechanism 
is very simple and easily adjusted. 

Partially due to the smaller plate, 
the system is extremely 
and compact. 


Addressograph-Multigraph Corp. 


flexible 


e Elliott . . The basic element of 
this system is a one piece fiber 
stencil, much like that used in the 
familiar mimeo. In most instances, 
the stencil is mounted in a fairly 
rigid cardboard mount. It can also 
be mounted in a Remington Rand 
punched card. The standard size is 
2x41”, which will handle a five- 
line address, but it comes as small 
as the three-line, 142x3” stencil up 
to one large enough to carry nine 
lines of typing. 

The cutting can be done with a 
standard typewriter, although the 
operation is speeded up consider- 
ably if one of the specifically-de- 
signed manual or electric type- 


Who Does What? 


The maintenance and operation of a 
mailing list are jobs for experts and 
for costly equipment. Before making 
a final decision on the type of system 
you need, also be sure to look into 
how much of it need be done in your 
own plant. There are competent or- 
ganizations in most cities which can 
handle as much or as little of the 
total job as you would like. This 
might result in greater efficiency, es- 
pecially if your load is too low to 
use highly-specialized equipment. at 
full capacity. 


writers is used. These feed the 
stencils automatically and _ hold 
them in the proper position for cut- 
ting. 

Elliott produces about 40 differ- 
ent models of addressing machines, 
which start with hand-operated 
models for small lists, and go up 
those with a speed of about 8,000 
per hour. 

The selector on the Elliott system 
works from a hole in the card 
frame. It can select or reject as de- 
sired, with more than 40 positions 
available, although the exact num- 
ber depends on the card used. 

The cardboard stencils are rela- 
tively compact and light in weight. 
Handling them is comparatively 
simple and inexpensive. In addi- 
tion, operators may be trained 
rapidly and easily. On the other 
hand, the stencils are not very easy 
to read directly, especially after 
they have been used a number of 
times. For this reason, it is neces- 
sary to type some identifying in- 
formation, used for filing, on the 
top margins of the cards. In large 
lists, this results in some difficulty 
in locating stencils for list mainte- 
nance, since the filing information 
that is readable is limited in quan- 
tity. 

While the quality of all systems 
depends to a large extent on the 
care and skill with which the 
equipment is used, unless the Elliott 
operator is skilled, it seems some- 
what easier for this method to drop 
from the optimum. 


Elliott Industries Inc. 


e Pollard-Alling . . This system 
uses one-piece embossed aluminum 
plates, printing through an inked 
ribbon. Speed is achieved partially 
by interlocking the plates into reels 
of 2,500 names. 

The plates are embossed on a re- 
liefograph, which uses the same 
basic keyboard as an office type- 
writer. It can handle up to five 
lines, with 22 characters per line. 
The unique interlocking of the 
plates, which permits rotary ad- 
dressing, leads to high-speed opera- 
tion and thus low-cost output. 

Standard envelopes, for example, 
can be addressed at speeds up to 
12,000 per hour. If dickstrips or 
Cheshire labels are required, speeds 
uv to 40,000 per hour can be at- 
tained. 

The system can select or skip 
plates as needed. Its high speed 
makes it especially suitable for the 
large list owner. The reels, weigh- 
ing only nine pounds for 2,500 
names, take little storage space. 
This is a definite advantage, but 





where frequent changes must be 
made, the system becomes some- 
what cumbersome. 


Pollard-Alling Mfg. Co. 


e Scriptomatic . . This system is 
based on the spirit duplicating 
method, using a file card as the 
addressing plate. Often, this is an 
IBM or a Remington-Rand punched 
card, although other cards can be 
used. The punching permits rapid 
machine handling and _ statistical 
tabulation impossible under any of 
the previously-described systems. 

In the Scriptomatic, the address 
is typed onto the face of the card, 
while a duplicate is simultaneously 
transferred to the back surface, us- 
ing a special process ink. The 
printing of the address is achieved 
by moistening the surface of the 
envelope or label with a fluid, after 
which the card is pressed firmly to 
transfer the printing. 

This addressing process can be 
done with a simple hand roller, for 
short lists, or highly specialized 
addressers which can run as high 
as 40,000 addresses per hour are 
available. 

The system is highly compact, 
since its basis is a set of cards 
which take only an inch to hold 120 
addresses. It combines the advan- 
tages of addressing equipment and 
punched card equipment. The mas- 
ters can selectively print and/or 
skip without rearranging a master 
geographic-alphabetic file. 

On the debit side, Scriptomatic 
masters are limited in the number 
of clear impressions they can give, 
although their normal life is large 
enough for many needs. In addi- 
tion, there is a tendency for the 
printing to blur after repeated 
handling, although careful opera- 
tors can avoid this. Some difficulty 


has been experienced in registering 

exact positioning on certain types 

of material to be addressed. 
Scriptomatic Co. 


e Remington Rand .. Here, 
punched cards are the starting point. 
The cards contain addressing in- 
formation as well as desired statis- 
tical data. They pass through high 
speed sorting and printing machines 
which permit the selective address- 
ing of the list. With this system, it 
is possible to keep your list in per- 
fect order, yet operate at address- 
ing speeds up to 48,000 per hour. It 
can be worked in conjunction with 
Elliott, Scriptomatic or Addresso- 
graph for the actual printing of the 
names and addresses. 

To operate this system, you need 
an electronic sorter, a key punch 
machine, a set of cards and a 
multi-control reproducing punch, 
usually called the robot. This last 
is capable of comparing, reproduc- 
ing, outsorting or interfiling two 
decks of cards. 

In addition to addressing, a step 
computer can be added to the sys- 
tem to handle many accounting and 
statistical requirements. 

This system is designed for high 
efficiency, and is able to process 
change of addresses and add new 
names at a high rate. It is practical 
for a large list, especially where 
statistical and/or accounting  in- 
formation is needed. 


Remington Rand 


e International Business Ma- 
chines . . The automatic address- 
ing of forms, labels, cards and en- 
velopes is a routine by-product of 
the IBM accounting machines. 
Punched master cards, rather than 
plates, are used. 


IBM 

Model 407 is used 
for accounting, 
but can be adapted 
for addressing. 


Manufacturers of 
Addressing Systems 


Addressograph-Multigraph Corp. 

1200 Babbitt Rd., Cleveland 17 
A. B. Dick Co. 

$700 W. Touhy Av., Chicago 
Elliott Industries Inc. 

148 Albany St., Cambridge, Mass. 
Farrington Electronics Inc. 

New Bedford, Mass. 
International Business Machines 

$90 Madison Av., N. Y. 22 
Pollard-Alling Mig. Co. 

220 W. 19th St., N. Y. 
Remington Rand 

315 4th Av., N. Y. 
Scriptomatic Co. 

300 N. llth St., Philadelphia 


A wide variety of equipment is 
available to handle different kinds 
of jobs. It has many advantages for 
the large list user, particularly 
where an IBM installation is avail- 
able elsewhere within the organiza- 
tion. In this case, the cost of the 
requirements for high speed ad- 
dressing is amortized in the over-all 
cost of equipment rental, cutting 
down the cost of addressing alone. 

Like the Remington Rand sys- 
tem, the IBM can use, as auxiliary 
equipment, Elliott, Scriptomatic or 
Addressograph. Also like Reming- 
ton Rand, its punched data permit 
rapid selection and handling of the 
cards. 

Working from cards, the system 
can reach a speed of 48,000 three- 
line labels an hour, and this figure 
can be boosted to 57,000 if the data 
are included on magnetic tape. 

International Business Machines 


@ Videograph .. This is one of 
the newest on the market. It uses 
magnetic tape, and its two heads 
can produce 260,000 labels per hour. 
It is capable of absorbing up to 
200,000 changes a day. The master 
tapes are prepared on an IBM com- 
puter. 

The Videograph has two _ units. 
The first is a tape reader and buf- 
fer that reads the magnetic tape 
records, edits the information, 
stores it to feed continuously to the 
printer, and adds printing instruc- 
tions. The other, called the Video- 
graph printer, converts the digital 
codes of the buffer into printing 
signals, and produces the addressed 
labels. 


This machine is, perhaps, unique. 
At least, it has made available fea- 
tures about which direct mail op- 


erators have dreamed for many 
years. But before you rush down- 


town to place your order, remem- 
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BRODIE'S “FAMILIAR QUOTATIONS” 


They also Serve who only 


Stand and Kibitz. 
Joan Strawbridge 


This is a lesson in the pronunciation of the 
word KIBITZ. The accent is on the FIRST 
syllable (KIB' ITZ). Same goes for KIB- 
ITZER (KIB’ ITZER), Art Linkletter or Jack 
Brickhouse to the contrary notwithstanding. 
This is just one of the many little extra 
services we render our customers almost 
every day. So, how about us rendering 
you? 


ADVERTISING SERVICE 


RPORATED 

VENUE * WA 2-9560 

521 SOUTH WABASH A — Since 1919 
tos ond tesowstl” Beasenable, too! 


+ mailing 

— ing * Printing ' 
aeere ; ‘nee = + machen ce! — 
“ao mech nes * Complete mer! Come 
lasertiee 





OU-PLEX 
KANGAROO 


Du-Plex Onvelopes 
Are Best 
By Popular Choice 


Write For 
Samples Today! 


DU-PLEX 


ONVELOPE CORPORATION 


3026 Franklin Bivd., Chicago 12, Ill. 
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Videograph . . 


. Most rapid of them all, this is Time Inc.’s Chicago installation. The 


labels start with the rolls in the foreground, are addressed in the center section, and 
are wrapped, in 18,000-name rolls on the spindles in the third section. The buffer 


unit can be seen beyond the door. 


ber that an installation now runs 
about $500,000. 


A. B. Dick & Co. 


e Farrington .. One of the new- 
est available, this system uses an 
embossed aluminum alloy plate, 
very light in weight and offered in 
a variety of colors for coding. 
The embossing machine is almost 
noiseless, a useful feature if it is 
to be used where other operations 
are being performed. The finished 
plate can be read directly from the 
rear, and is a printing surface on 
the front. Although the plate is 
considered permanent, changes can 
be made by re-embossing. 
Reproduction, on any one of a 
wide range of machines, is through 
total impression of the plate on the 
envelope or label through a fabric 
inked ribbon. The platens can be 
cut to omit any portion of the plate 
desired, and in some models, the 


Coming Next Month! 


platen used can be changed for 
each plate as it passes through the 
addresser. 

The plates are furnished in two 
sizes. The smaller, 33gx134”, has a 
capacity of seven lines of 38 char- 
acters each. The larger, 4 5/16x2 
3/16”, can hold nine lines of 46 
characters each. In addition, signals 
can be embossed on the plate which 
can be used for selection or tabula- 
tion. A system of tabs can also be 
used for identifying characteristics. 

The system can address at 6,000 
per hour. If you need a high degree 
of selectivity, you can get it from 
this equipment with a high degree 
of accuracy. It is also highly ver- 
satile, since it carries a great deal 
of information of the plate and can 
print as much of it as you need. 


Farrington Electronics 


e Facsimile Printer . . This ad- 


PRESSURE-SENSITIVE MATERIALS 


And in the months to come: 


APPOINTMENT CALENDARS 
FLUORESCENT MATERIALS 


PostaAGeE STAMPS 


TRAINED ANIMALS 
CATALOG BINDERS 


P.O.P. ProjJecrors 





Anyone 
can type it 


on ANY typewriter... 
a 


Community Savings & Loan Associa 
4801 W. Belmont Avenue 
Chicago 41, Illinois 


me 


... the Elliott addressing stencil is that easy to make 


YOU SEE, YOU DON’T NEED ANY SPECIAL EQUIPMENT to make 


the famous featherlight Elliott addressing stencil—a mere typewriter fills eso i ; E j 5 O F F 
the bill. Anyone who can type at all can make these stencils, no fuss, no 
complications. And they cost only 2! 


: oe 215¢, yet will make up to 10,000 clean 35,000,000 Americans moved last year. The 
impressions. They're so light that whole trays are easy to carry, never 


5 =i Elliott Addressing System easily keeps pace 
tire the operator. ae makes for efficiency. with your ever-changing mailing lists. 
And there’s an Elliott addressing system for every size mailing list, 


from hundreds to millions, a system for addressing small size cards 
or mammoth broadsides und everything in between. 


Seueueesesssessereaseeeooearsesuesrerg 


Elliott Industries, Inc. 
143 Albany St., Dept. AS-81, Cambridge, Mass. 
Please send me information about the cost-saving 


Elliott Addressing System suited to my size mailing list, 
which is 


Name & Title 


A Company 

LIGHTWEIGHT — a whole MAXIMUM SELECTIVITY: TYPEWRITEABLE — anyone 
trayload of 125 stencils Your Elliott can auto- 

weighs only 8 ounces. matically imprint speci- 

; ally chosen names for 

any specialjob. Hundreds 

of selective addressings. 


7 Type of Business 
who can runatypewriter 


can make Elliott stencils. 





Street & No. 


ae State 
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DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 30 YEARS 


CR rr we hb 
LETTER & MAILING 





DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 ond Just Ask For Marie 


a Lier St tw 


431 SouTH DEARBORN STREET 
Curicaco 5, ILt. WABASH 2-8655 


SERENDIPITY IN 
MAILING LIST RESEARCH 


Serendipity is having the knack of 
making unexpected and profitable 
discoveries by accident. No better il- 
lustration of the truth of Louis Pas- 
teur’s statement “Chance favors the 
prepared mind” can be found in our 
discovery of the plus value inherent 
in our list of College Students at 
Home Address. 


1,000,001 
“Knowledge Seekers Anonymous” 
Parents of College Students 
40 to 50 years old 
at their Home Address 
Respond to Direct Mail 


We know who they are, what they 
buy, where they live and how they 
respond to Persuasion by Mail. 


We discovered that mail addressed to 
the College Student and _ family 
brought orders from members of the 
family as well as students so we de- 
cided to present this unique list, 
“Knowledge Seekers Anonymous”. 


Men and Women with ample incomes 
and interests to buy what they need 
to understand and keep up with the 
new generation of Americans. 


WALTER DREY, INC. 


Mailing List Consultants 
National Sales Representative 
Occupant Mailing Lists of America 


257 Park Ave. South, N. Y. 10, N.Y. 
333 N. Michigan Ave., Chicago 1, Ill. 
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Farrington 

Model 450 is an 
automatic printer, 
with selection 
controlled by the 
plug-in board 

on the right. 


(SE 


dresser copies information typed in 
a special area on an IBM or Rem- 
ington Rand card. The cards are 
passed, one at a time, under a bank 
of photo-electric cells. These op- 
erate a bank of vibrating needles 
which hit a reel of paper tape. 
This tape can be used directly as 
dickstrips, or a heat transfer ma- 
chine can be used to print the ad- 
dresses on envelopes or labels. The 
card, which can carry four lines of 
31 characters, can also be punched 
to permit it to be handled by tab- 
ulating machines which can per- 
form such operations as 
counting, 
chanically. 
Speeds of 9,000 per hour to pro- 
duce the original tape are claimed. 
Transferring the addresses to en- 
velopes or labels is somewhat slow- 
er and depends largely upon how 


sorting, 
inserting, selecting me- 


rapidly the material 
dressed can be handled. 
The system is accurate and its 
major drawback is the appearance 
of the letters, which have a me- 
chanical aspect, due to the series of 
dots of which they are composed. 


to be ad- 


Addressograph-Multigraph 


> Before you go into any of these 
high-speed addressing systems, 
proceed with caution. Carefully 
evaluate your precise needs and re- 
quirements. After you have ex- 
amined your own situation, then 
call in experts, both from the man- 
ufacturers listed and from mailing 
houses. Remember that it is ex- 
pensive to convert to any of these 
systems, and you will be living 
with your decision for a long time 
to come. 44 





Advertising Plan 
For Shopping Centers 


Pre-planned advertising programs 
designed exclusively for shopping 
centers have been introduced by 
Nyburg Advertising, Baltimore, and 
Newspaper Enterprise Assn., Cleve- 
land. 

Called “Plan-Packaged Promo- 
tions,” the new service offers a se- 
ries of 12 advertising “shoppers” 
ready-to-go except for the retailer’s 
imprint. The tabloid sections are de- 
signed to meet the specialized prob- 
lems of shopping center advertising, 
yet are geared to the production and 
mechanical techniques of daily and 
weekly newspapers. 

Each of the 12 promotion shopper 
pieces is themed to a time-tested 


merchandising event with appropri- 
ate art for both covers and the in- 
side pages. Pre-printed tabloid dum- 
mies are furnished for all sections 
so the merchants can see in advance 
hew the finished shoppers will look. 

Standard themes include “Back 
to School,” “Pre-Christmas,” 
“Christmas,” “January Clearance,” 
and so on throughout the year. 

All mats necessary to print the 
tabloids are furnished, except for 
actual merchandise illustrations as 
featured by the local retailer. Color 
is provided for both covers and edi- 
torial material and pictures are fur- 
nished to supplement the ads. A 
variety of slogans, catchlines and 
tips — all tied into the central theme 
— are furnished in mat format, to- 
gether with mats of illustrations for 
point-of-sale aids such as counter 





, Tested Quality 
Proven Service 


! 
. 
! 
| 
| 


The Pioneer Rubber Company 
410 Tiffin Road, Willard, Ohio 


« Fill out and send me this Dear Mrs. Wolfe: 
Qualatex Imprinted coupon and get your file Please send me free 
containing imprinted bal- 


ss | mples to sho deri instructi d order blank d i int 
Advertising Balloons cate nlus ll ae eae ordering instructions and order blank and imprin 


work sheet. 


“Advertising Balloon Fact File,’ 
containing full color illustrations and prices, ideas, 


know about advertising 


balloons to prove our abil- DOI ica cen Tica te a 
b ity to serve you. 
y i , j 72 UOT: ccicssecca aii iliac isi 


ee 


Requested by 





“If | were asked to 
name the best trade 
publication sources 
for ideas, | could think 
of none better than 
Advertising & Sales 
Promotion.” 


says MAXWELL C. ROSS 
Director of Advertising 
Old American Insurance 
Company 


Mr. Ross and Old American 
Insurance Company are typi- 
cal of the advertising-sales 
promotion professionals and 
important buyers of advertis- 
ing products and services you 
reach in the pages of Adver- 
tising & Sales Promotion. 


A pioneer in insurance for senior 
age groups, Old American was 
started in 1939. This Kansas City 
(Mo.) firm now makes available 
life, health and accident insurance 
for both young and older persons 
via its direct-by-mail department 
as well as through agents. Old 
American's annual direct mail op- 
erations account for expenditures 
of well over $1,000,000, and a 
yearly space advertising budget of 
$250,000 also is part of its pro- 
motional effort. In addition, ac- 
cording to Mr. Ross, the company 
is constantly on the lookout for 
new ideas in audio-visual devices 
for sales training, incentives and 
prizes for agents and other em- 
ployees, and sales aids 


Advertising & 
5a Sales Promotion 


FORMERLY AOVERTISING REQUIREMENTS 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
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cards and window strips. 

All promotions are planned and 
created by Nyburg Advertising Inc., 
while final artwork, editorial mate- 
rial, engraving, matting and distri- 
bution is handled by Newspaper 
Enterprise Assn. 

Information on the availability of 
exclusive territorial rights can be 
obtained from Plan-Packaged Pro- 
motions Div., Newspaper Enterprise 
Assn., 1200 W. Third St., Cleveland. 
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Direct Mail Door Openers 
Available in Newsletter 


A new publication, “Open Doors 
— a newsletter of creative sales 
ideas,’ has been announced by 
American Marketing Services Inc., 
Boston. 

The newsletter is designed to pro- 
vide marketing, advertising and 
sales promotion executives with a 
report on ideas which are being 
used as mail advance “warm-ups” 
prior to personal visits from the 
sales force. 

Some 12 to 20 door-opener ideas 
will be included in each issue with 
special editoral emphasis on printed 
sales promotion material. Other 
ideas will cover contests, exhibits, 
visual aids, etc. 

Sample copies of “Open Doors” 
are available. 

- for more details circle 841, page 109. 


improved Envelope 
Opener Developed 


The redesign of the separating 
and trim-off mechanisms on the 
Auto-Opener envelope opener has 
been announced by Martin Yale 
Inc., Chicago. 

The improved machine has an 
automatic feed design for opening 
400 envelopes a minute, and new 
controls which completely elimi- 
nate any chance for slippage or 
misses. Envelopes feed automat- 
ically off the bottom of the stack 
regardless of individual envelope 
size or thickness and the improved 
cutting trims off the smallest pos- 
sible edge producing a_ clean 
straight trim the full width of the 
envelope. 

A new scrap separator directs the 
cut-off trimmed edge to a clog- 
proof scrap compartment. The com- 
plete machine measures 10x27” and 
comes finished in gray wrinkle and 
polished chrome. 

Full details and price lists are 


available from Martin Yale Inc., 
2100 W. Fulton St., Chicago 12. 44 


Mail inserter Folder 
Released by Friden 


Information on the Friden-Ertma 
mail inserter is available in an il- 
lustrated folder from Friden Inc., 
San Leandro, Cal. 

The machine is controlled by a 
single operator while it automati- 
cally gathers and stuffs as many as 
eight inserts into envelopes. Addi- 
tional operations include sealing, 
counting and stacking the envelopes 
in the same operation. 

The line includes a variety of 
models, most of which have such 
advantages as: 


® variable speed controls 
@ safety features 
® positive flap-sealing. 


The machines are available with 
from one to eight feeding stations 
as standard equipment. Knife feed 
and open feed stations are optional. 

- . for more details circle 842, page 109. 


Promotion Cost Planner 
Now Available 


A wall chart, giving production 
costs on letter formats and printing 
methods, has been released by Am- 
bassador Mail Advertising Co., Bell- 
more, N.Y. 

Measuring 11x17”, the “Promotion 
Cost Planner” is designed to show 
complete production costs on 40 
commonly used letter formats in 
quantities of 100 to over 20,000. 

Some 700 individual costs are tab- 
ulated and besides basic unit costs, 
the chart contains the price of such 
“extras” as “additional mailing 
costs” including postage and sta- 
tionery. It can be used for compar- 
ing costs of different formats and 
printing processes as well as ena- 
bling the user to budget his actual 
mailing costs. 


. for more details circle 843, page 109. 





SUPERTUFF has so many 
outstanding printing 
advantages for ‘‘workhorse” 
versatility, it actually has 
no equal — anywhere, 

at any price. See for yourself. 
You'll readily recognize its 
strength and sales-pulling 
power. Write for demon- 
stration Portfolio, today! 


yes cover 


Horsepower with sales power... to pull heavy-duty jobs through — 


Specially bred from strong, pedigreed base stock, SUPERTUFF Coated Cover 
helps you plow through any printing job requiring lots of muscle for the long 
pull, such as: — Catalogs, Sales Manuals, Flip Charts, Direct Mailers, Counter 
Displays, Annual Reports, Menus, Table Tents, etc. Besides SUPERTUFF'S great 
strength and durability, both sides have an extremely high finish, level-smooth 
coating for brilliant reproduction of halftones in black and white or color by 
Offset, Letterpress (up to 150-line) or Silk Screen. Docile and dependable, 
this versatile cover stock works with any ink — regular, process, metallic 
and high gloss. It can be laminated, varnished, lacquered, die-cut, scored, 
folded, embossed and bound with mechanical or sewn bindings. Hitch your 
next printing job to reliable SUPERTUFF Coated Cover and stop worrying about 
sufficient strength. It comes in three “horsepowers”’: — 10 pt. (Lightweight) 
15 pt. (Middleweight) and 19 pt. (Heavyweight). Stocked in White only. 


APPLETON COATED PAPER COMPANY 


Dept. A&SP-8 Appleton, Wisconsin 
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How a Wholesaler 
Helped 


Retailers Learn and Use 


“Mr. DO” is your HOME 
COMFORT ENGINEER! 
He's your local plumbiag 
and heating specialise . . . 
your neighbor and friend. 
He's an independent busi- 


Recognize “Mr. WHO?” She's an average 
Inland Empire homemaker with low to do 
and little time to do it in! She's mighty busy 


. . tnd mighty smart! She calls “Mr. DO” 
when the faucet drips, the furnace balks, or 
the “thing-a-majig” won't jig anymore! 


SGOT A PLUMBING PROBLEM? 


HEATING HEADACHE? 


AIR-CONDITIONING QUESTION? 


Rely on your neighborhood plumbing and heating dealer! 


His ethics are 


high, he carries only the finest brand-names, and his prices are reasonable! 


See him soon. 


UY 


RANDOLPH & TAYLOR 


PLUMBING & HEATING 
419 W. Clark St. Pasco 


RICHLAND 


PLUMBING & HEATING 
702 Geo. Wash. Way, Rich. 


NO DOWN PAYMENT! 
TAKE 5 YEARS TO PAY! 


CALL ONE OF THESE HOME COMFORT ENGINEERS, NOW! 


Sales Promotion 


Plumbers are not especially good 


as merchandising men, but given the kind 


of help described here, they can 


produce results in sales. 


Co-operative Newspaper Ad . . . One of a series of ads to run 
in local papers, each carried the names of two dealers. 


By Edward R. Lucas 


The small to medium size plumb- 
ing contractor has many fine abili- 
ties, none of which normally extend 
into advertising promotion. How- 
ever, with competition from such 
organizations as Sears Roebuck and 
Montgomery Ward, plumbing con- 
tractors have been facing an in- 
creasing need for promotion in re- 
cent years. 

The answer, in many cases, is a 
co-operative promotion program by 
manufacturers and dealers aimed at 
the home level. One such program, 
reported from the Spokane area in 
the Northwest, points out not only 
what can be done but what should 
have been done as well. 


> Organized by Consolidated Supply 
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Co., a wholesaler in the plumbing 
and heating field, the cooperative 
plumber promotion went one step 
further than most such ventures by 
attempting to teach the plumbers 
about promotion as well as helping 
them launch it. 

This was handled by forming an 
association of about 22 participating 
dealers into a group called “The 
Better Retailers.” 

The Better Retailers had school 
meetings during the two-year 
course of the promotion on various 
aspects of management, advertising 
and salesmanship. The sound phi- 
losophy behind this part of the pro- 
gram was explained by President 
Jack G. Neupert, Consolidated 
Supply Co. 

“It’s a well-known fact,” said Mr. 
Neupert, “that most plumbing con- 


tractors started their businesses as 
mechanics, not business managers. 
Most of them are also much too 
busy making a living to acquire 
many of these managerial skills— 
including advertising knowledge— 
as they go along. 

“Our purpose was to set up a 
program that would help put the 
contractor dealer on his feet as a 
capable business and promotional 
manager in his own right.” 


> Of necessity, however, this edu- 
cational phase of the program oc- 
cupied a minor position as compared 
to the advertising program. Costs of 
this program were borne in part by 
cooperative advertising allowances 
from the manufacturers whose 
products were promoted. With this 
break in price, final dealer costs 





were set at $55 per month for local 
Spokane dealers; $45 per month for 
dealers in the surrounding area. 

For this amount, a two-year pro- 
gram was set up that used eight 
outdoor posters, a small amount of 
newspaper and radio, and finally 
settled on an intensive tv campaign, 
backed up by direct mail. 

The television advertising cam- 
paign was based on the use of one 
60-second spot each day during the 
campaign. While over-all treatment 
in the spots concentrated on a gen- 
eralized appeal to the consumer 
through cartoon figures showing a 
“Mrs. Who”, the housewife looking 
for “Mr. Do”, the plumber (in this 
case called the home _ comforts 
counselor), specific dealer sell was 
given to different dealers in each 
spot via the use of balop cards. 
In this way each contractor received 
specific tv commercial time five or 
six times per month. 

While these were “Class B” time 
spots, the Better Retailer Associa- 
tion received some nice time breaks 
during the promotion. 


e Sports .. . They were shown in 
conjunction with telecasts of Wash- 
ington State football games in 1958. 


@ Public Interest . . . Combat mov- 
ies, released by the Army and Navy 
were run with them for a 16-week 
period. 


To check consumer response to 
the spots, Consolidated offered 
viewers a free brochure by one of 
the plumbing fixture manufactur- 
ers on modernizing the family 
bathroom. To receive the brochure, 
the viewers had to send a post card 
to Consolidated. Following this of- 
fer, the company received 1,000 
cards. These names were turned 
over to the participating contrac- 
tors whose products were repre- 
sented. 


> The direct mail campaign incor- 
porated lively cartoon figures again 
and bright “idea” copy designed to 
stimulate the recipient into think- 
ing about plumbing or heating re- 
novations. Specific contractor repre- 
sentation was incorporated by using 
the dealer’s own letterheads for im- 
printing. Each dealer was permitted 
to send in 100 potential customer 
names. Consolidated handled all 
three mailings for the participating 
members. 

During the course of the promo- 
tion, Consolidated also arranged for 
the “Better Retailers” participation 
in a Spokane home show. This was 
supported also by manufacturers 
whose products were represented. 


> The results of this promotion bal- 
ance rather evenly in advantages 
and disadvantages. 

In the advantages, for instance, 
could be listed: 


e Advertising coverage at the local 
level .. . Many of these dealers ad- 
vertised only sporadically, if at all, 
in the local newspapers. This pro- 
gram gave them comprehensive, 
specific advertising coverage on a 
continuity basis in various media. 
The manufacturers, while accus- 
tomed to advertising on a national 
basis, were able to reach out and 
hit hard at a specific local area 
through this promotion, thus back- 
ing up their national efforts. 


© Low cost ... The big advantage of 
this type of program is its lower 
cost to both participants. The rea- 
sons for this is in the cost-sharing 
by manufacturer and dealer; the 
number of participants; and finally 
the long-term program. To arrange 
for a year’s tv spots, for instance, 
will bring the cost of each down 
considerably under what it would 
have been in a contract for six or 
twelve. 


> The disadvantages were stated 
simply, by Consolidated, in its ad- 
mission that “the program was only 
moderately successful.” 

Specific factors in this could be 
listed as: 


© Total participation . . . some of 
the dealers lagged in cooperating 
with all phases of the program, thus 
not giving a cohesive total effect. 


© Bad follow-ups . .. The dealers 
did not follow through to make 
the most of the sales leads from the 
promotion. In the 1,000 cards from 
the tv test, for instance, a check 
showed only a 10% follow-up by 
the dealers. 


While the failure faults would 
supposedly lie with the dealer from 
this factor-listing, it might possibly 
point out the need for more inten- 
sive dealer education in another 
such program. 


> The Better Retailers program was 
discontinued about the middle of 
1960 when the manufacturers de- 
cided to discontinue their coopera- 
tive advertising allowances. If they 
are given back again, the program 
will start up again, says Consoli- 
dated, showing faith in a program 
which certainly showed signs of 
clearing up the block between get- 
ting the product on the dealers’ 
shelves and off again into consum- 
ers’ homes. 44 








YOUR 
DIRECT 


PLA 


MAIL CAMPAIGN 
PROPERLY — SELECT 
THE RIGHT LIST! 


Primary requisite for 
the effective use of 
Direct Mail is the com- 
pleteness and accu- 
racy of the mailing list. 


Industry's buyers are 
never static. New 
names must be con- 
stantly added, delet- 
ed, changed, checked 
and re-checked. 


Uniquely equipped to 
handle that important 
detail is McGraw-Hill's 
huge circulation de- 
partment, which is 
specially staffed with 
a group of 90 experts, 
whose combined abil- 
ities keep our lists as 
complete and accu- 


rate as humanly pos- 
sible. 


Why not specify a Mc- 
Graw-Hill list on your 
next mailing? It's your 
best possible insur- 
ance against failure. 


Write for our free catalog today! 


McGRAW-HILL 

MG NANO) 
330 WEST 42nd STREET 
NEW YORK 36,N. Y. 
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Be 
TEASER 
CAMPAIGN 
WITH 


By James P. Foley 
Manager of Publicity 
National Aniline Div 

Allied Chemical 
New York 


Early in April this year minia- 
ture H. O. gage electric trains 
started to roll across the desk of 
every potential polyether customer 
in the country. The beautifully 
made models arrived a piece at a 
time, with no identification other 
than the word ACTOL, and it was 
not. until every customer had 12’ of 
track, two ACTOL-labeled tank 
cars and an Atchison, Topeka & 
Santa Fe caboose, that a salesman 
arrived with the power pack and 
engine, to introduce the newest 
product of Allied Chemicals’s Na- 
tional Aniline Div. — ACTOL Poly- 
ether 
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TRAINS 


To introduce a new raw chemical, 


Allied sent key prospects a set of model 


trains, to make a campaign whose 
effectiveness far outweighed its cost. 


The age-old fascination of rail- 
roads, together with the fact that 
the new polyether will be delivered 
for the most part by tank cars, in- 
fluenced the decision to give this 
new industrial chemical a romantic 
and somewhat mysterious introduc- 
tion. 


» The miniature train sets were 
ordered from Athearn Co., Los 
Angeles, Cal., and were delivered 
to National Aniline’s publicity de- 
partment in New York. Because 
the trains were to be sent out one 
piece at a time, each unit was in- 
dividually boxed and the 2,100 small 
boxes of track and rolling stock 
reached from floor to ceiling in the 
publicity office. 

Secrecy was the keynote, and the 
mailing was handled within the 


publicity department itself. Regular 
Friday morning wrapping sessions 
became a strenuous but amusing 
part of each work week, and the 
door to one private office was kept 
locked against the disappearance of 
trains in the dark of night. 
Mailing labels, with only a New 
York P. O. box number for a re- 
turn address were used, and the 
cars and tracks were sent out in 
the well-known “plain wrappers.” 


» Twelve sections of track, a com- 
plete circle, went out first with a 
simple enclosure card which said, 
“More to come—ACTOL.” There was 
some uneasiness that executives 
receiving a dozen pieces of track 
with nothing to run on it, might 
throw it away. Apparently all 350 
of the recipients held on to the 





Message +1 (with track) 
More to come -= ACTOL 


Message +2 (with caboose) 
This is not the end. Get 
ready to roll with ACTOL. 


Message +3 (with first tank car) 
There's ACTOL in your 
future 


Trains for Fun and Interest . . 


track and waited to see what would 
happen next. 

A week later, the second pack- 
age arrived, with the little red 
caboose. 

The following week’s mail brought 
a slate-blue tank car with the word 
“ACTOL” lettered in white, just as 
it will appear on the actual delivery 
cars. The card inside said, “There 
is ACTOL in your future.” 

By the time the second ACTOL 
tank car arrived, National Aniline 
division salesmen, who were calling 
on many of the customers for other 
reasons, reported all manner of 
speculations and rumors as to the 
origin and meaning of the trains. 
Executives were showing the AC- 
TOL-marked cars to everyone who 
visited their offices and asking, “Do 


. Each package contained a 
simple, unidentified note, with ACTOL included somewhere in 
the text. With the power pack being delivered in person, 


Message +4 (with second tank car) 
More to come -= ACTOL 


Message +5 (delivered with loco- 
motive) 
The ACTOL engineer is 
here 


you know who is sending me 
these?” Other executives began 
wishing out loud that their names 
had been included on the list. For 
the most part the source of the 
trains was a well kept secret. 

On the fifth week, the salesmen 
arrived with the tiny diesel engine 
marked with the Allied Chemical 
logotype. The engine was sent in 
to the customer in lieu of a business 
card, quickly followed by the sales- 
man, who laid the all-important 
power pack on the customer’s desk, 
and in many cases helped hook up 
the train and get it running. 


> Because the mailing was confined 
to a list of 350 actual and prospec- 
tive customers, there was a mini- 
mum of returned pieces and only 


Message +6 (delivered by hand 
with power pack) 
Your train is ready to 
roll and so are we with 
ACTOL, our new polyether 
for urethane foam. 


along with the locomotive, salesmen lost few chances to tell 
the product story. Most executives, regardless of their rank, 
were anxious to complete their set of trains and see it run. 


a few had to be replaced because 
of damage in the mail. 

Final phase of the ACTOL pro- 
motion took place on June 26 in 
New York, where Allied Chemical 
gave a luncheon at the Harvard 
Club for chemical and _ technical 
editors, all of whom had previously 
received all components of the train 
with the exception of the diesel 
engine. As Neal Draper, Vice Presi- 
dent in Charge of Sales, National 
Aniline division, rose to announce 
the start up of the new ACTOL 
Polyether plant, waiters served the 
Allied Chemical engines to all the 
guests along with their dessert and 
coffee. 

Early reports indicate that 
ACTOL is off to a fast rolling start. 

44 
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“We double in brass in 
our department — han- 
dling advertising, 
merchandising and pro- 
motion activities. As a 
consequence we lean 
heavily on proven, pro- 
ductive sources of basic 
information. A&SP has 
thus become a very im- 
portant adjunct to our 
entire staff.” 
says JOHN J. SHAW 
Vice-President / Marketing 
The Bon Ami Company, Inc. 


Mr. Shaw and The Bon Ami 

Company are typical of the 

advertising - sales promotion 

Is and important 

of advertising prod- 

ucts and services you reach in 

the pages of Advertising & 
Sales Promotion. 


The 75-year-old Bon Ami concern, 
manufacturer of household prod- 
ucts and cleaning aids, operates 
eight U.S. factories and uses 70 
brokers to distribute its products 
to grocery outlets. In addition to 
a $1,000,000 budget for space 
and broadcast advertising, the 
company allocates $100,000 an- 
nually for a diversified promotion 
program designed not only to en- 
hance consumer sales but also to 
inform and stimulate brokers and 
retailers. The program includes 
printed materials such as bro- 
chures, shelf talkers, and point- 
of-purchase posters, as well as 
prizes for brokers’ sales contests, 
dealer-load premiums to encour- 
age display activity in stores 
and self-liquidating consumer 
premiums. 


Oo Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 
200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
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Iimprint-Label Machine 
Does Both Simultaneously 


The development of a new ma- 
chine that simultaneously handles 
dealers’ imprints and labels has 
been announced by Cheshire Inc. 

The machine, developed in con- 
junction with Armour Research 
Foundation and Kable Printing Co., 
is capable of changing imprint- 
ing and labeling operations from 
one dealer to another in a con- 
tinuous, fully-automatic operation 
at speeds up to 14,000 per hour. 

The labeling head will handle any 
style of label strip and a code ac- 
tuates the imprinting unit. As the 
machine begins to operate, bulk 
copies of the piece for the first 
dealer on the list are imprinted as 
they pass through the machine. 
Since these are normally copies 
which will not be mailed, the label- 
ing head remains inoperative during 
the imprinting. The count of copies 
for each dealer is electronically con- 
trolled and when the count is com- 
pleted, the imprinting unit signals 
the labeling head which then starts 
to apply labels. At this point the 
machine begins to affix address 
labels and print the dealer’s name 
simultaneously. 

When all of the address labels 
for the first dealer have been run, 
a code on the label strip signals 
the imprint unit to change imprint 
plates for the next dealer. The 
cycle is then repeated with first 
runs of imprinted pieces, then im- 
printed and labeled ones. 

Complete information can be ob- 
tained from Cheshire Inc., 1644 N. 
Honore, Chicago 22. 44 


Edmond Boles Booklet 
Defines Successful PR 


“Doing that which you do not 
have to do,” says Edmond D. Boles, 
author of “The Secret of Public 
Relations,” is the most successful 
method of influencing goodwill for 
your product or company. 

Taking public relations work out 
of the hand-shaking, big smile 
status, Mr. Boles points out that 
when all other factors such as qual- 
ity, price, etc., are equal it’s the 
company that goes out of its way 
to do the “unexpected” when the 
“expected” might get by, that makes 
the sale. 

Several interesting case histories 
which illustrate this point are in- 
cluded in the booklet. Prices range 
from 50¢ per copy to $15 per 100 
in a 1,000-lot order. 

Additional information is avail- 


able from Edmond D. Boles & As- 
sociates, 1041 N. Fulton St., Fresno 
4, Cal. 44 


Evans Gathering Rack 
Produced in New Alloy 


The use of a new and improved 
aluminum alloy in the manufacture 
of its gathering rack has been an- 
nounced by the Evans Specialty 
Co. 

The new material is lighter, yet 
harder and stronger than previous- 
ly used materials, according to com- 
pany spokesmen, and it is reported 
to increase the strength of the rack 
while reducing the weight over a 
pound. 

Featuring the same design as 
formerly, the Evans Gathering Rack 
is constructed in 18 sections, each 
capable of holding 500 sheets of 
paper at the exact, scientific angle 
for gathering. It is priced at $25. 

Additional information is avail- 
able from Evans Specialty Co., P.O. 
Box 8128, Richmond 23, Va. 44 


Book on Cooperative 
Ad Plans Published 


National Research Bureau, 415 N. 
Dearborn St., Chicago 10, has pub- 
lished a booklet entitled “1961 Di- 
rectory of Cooperative Advertising 
Plans,” a compilation of cooperative 
advertising procedures of 492 
American manufacturers. 

Information was obtained from 
manufacturers and “other authori- 
tative sources,” according to the 
bureau. It includes such data as 
name and address of manufactur- 
er, products covered, division of co- 
operative advertising costs, mate- 
rials available, and approved media. 

The directory is 75 pages, covers 
30 different product classifications 
and is available at $4. 44 


—— 
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Seems to be more ‘Occupants’ than 
‘Smitiis!’ 





How to Get 


Stock Photos 
from Government 


Somewhere in Washington, hidden in one of the many government photo li- 
braries, may be just the photograph you want. This article will help you find it. 


By Rance E. Crain 


One way to stretch your adver- 
tising budget and at the same time 
to spice up your layout with some- 
times hard-to-locate illustrations is 
to make use of the myriad of photo- 
graphs collected by the government 
in the line of duty. 

Virtually all the government 
agencies and departments in Wash- 
ington take pictures of what they 
do, whether it be building roads, 
cross-pollinating plants or counting 
fish. And almost all of them make 
an effort to maintain some sort of 
a filing system to fill photo requests 
from book publishers, researchers 
and advertisers. The price is amaz- 
ingly low, from about 50c in one 
agency to $1.10 in another for an 
8x10” glossy print. 

All that most departments and 
agencies require is that the photos 
are used in good taste, without im- 
plying any endorsement of the 
product or service on the part of 
the U.S. government. Although it 
is best is to pick out the shot you 
want in person, government agen- 
cies will fill a written request if it’s 
specific and concise. They all 
stress they just don’t have the time 
to track down a vague picture idea. 
To be on the safe side, it’s a good 
idea to allow about two or three 
weeks for delivery. 

Most departments have plenty of 
pictures, but some lack the man- 


power to fill requests on a produc- 
tion-line basis. Others are well 
equipped and encourage outside 
business. A few have photo divi- 
sions mostly geared to take care of 
the needs of researchers. They 
seem fairly oblivious to the fact 
that advertisers might also make 
good use of their picture library. 


>In addition to the overflowing 
supply of photographs available 
from operating departments and 
agencies, there are also two other 
government sources in Washington 
set up expressly to house pictures, 
documents and other records. These 
are the Library of Congress and the 
National Archives. Between them, 
they probably have around 10 mil- 
lion pictures on file. We'll come 
back to these particularly bulging 
picture storehouses later. 
Probably the department best 
equipped to take care of photo re- 
quests is the Agriculture Depart- 
ment. They’re ready and waiting for 
business. Like all the other depart- 
ments they’d rather have you come 
in person, but if you can’t—allow 
about a week to ten days for them 
to service your written request. The 
department has over 150,000 photos 
on hand of farms, conservation ef- 
forts and panoramas of forests and 
fields. Cost is $1.10 for an 8x10” 
glossy print. Each print is stamped 
with a warning to use the photo 
with respect, which means neither 


“facetiously” nor “disparagingly.” 

One thing to keep in mind: if you 
want a picture of a particular breed 
of cow, go to the breeders associa- 
tion. That’s where Agriculture gets 
its pictures of specific breeds. For 
further information or photo re- 
quests, write to U.S. Department 
of Agriculture, Department of In- 
formation, Photo Library, Room 
412a, Washington 25, D.C. 


> The Commerce Department, which 
prides itself as being “the business 
man’s friend,” hasn’t done much to 
extend itself to make photos readily 
available. Some of its agencies like 
the Weather Bureau, Coast and 
Geodetic Survey, National Bureau 
of Standards, Bureau of Public 
Roads and Census Bureau have ex- 
tensive photo libraries, but some 
of these agencies (like the Weather 
Bureau, for instance) don’t have 
the manpower to give fast service. 
Weather Bureau photos are han- 
dled by one man, and he frankly 
admits that “we’re not set up for 
the kind of job we'd like to do.” 
The bureau has pictures of torna- 
does, floods, sand storms, forest 
fires and even cloud formations 
taken from Tiros satellites. There’s 
no cost for its photos, but the bu- 
reau requests that you return them. 
Because there’s only one photo lab 
servicing the whole bureau, prints 
have to be used several times. If 
you need a picture that only this 
bureau can supply, be as specific as 
possible and allow plenty of time. 
The Commerce Department asks 
that you accompany your request 
with a statement of what the pic- 
ture is going to be used for. “We’re 
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ARTISTS USE CRESCENT 


ILLUSTRATION BOARD 
CHARCOAL BOARD 
BRISTOL BOARD 
T.V. BOARD 
COLORED DRAWING BOARD 
WATER COLOR BOARD 
MAT BOARD 


see your Crescent quality dealer... 
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afraid of giving the impression that 
we endorse one product over an- 
other,” a Commerce official said. 


> In A&SP’s check of departments 
and agencies, the Department of 
Interior and one of its agencies, the 
National Park Service, differed on 
their policy toward supplying ad- 
vertisers with photos. National Park 
Service said ads showing national 
parks would tend to “commer- 
cialize” the parks; therefore, they 
don’t fill photo requests from ad- 
vertisers, nor do they allow adver- 
tisers to take their own pictures of 
parks for use in ads. 

C. Hershel Schooley, chief of in- 
formation of the Dept. of the In- 
terior, feels that the department 
should be “loose” in its attitude to- 
ward advertisers, however. Al- 
though he said the department has 
no plan for the sale of its photos, 
he said Interior “looks with tol- 
erance” at allowing its parks to be 
featured in ads, even along with a 
product. “There’s nothing wrong 
with an ad showing riveters work- 
ing on one of our dams smoking 
L&M’s,” he said. “The premise that 
keeps advertisers away from our 
parks is so flimsy, I don’t think 
there can be any real bars.” It’s the 
public’s business, after all, to use 
the parks any way it wants to as 
long as it’s in good taste, he in- 
dicated. 


> Many hundreds of thousands of 
pictures covering a multitude of 
subjects are available from the 
Armed forces. Almost every mili- 
tary camp, depot and research facil- 
ity has picture files, and each 
branch of service maintains elab- 
orate picture libraries. 

If you know your way around 
you can go directly to the library 
that specializes in this kind of pic- 
ture you want. For the uninitiated, 
however, the best bet is to start 
with the office of public services, 
which is under the Assistant Secre- 
tary of Defense for Public Affairs. 
It is located in the Pentagon Build- 
ing, Washington, and requests and 
appointments can be arranged sim- 
ply by writing Director, Office of 
Public Services, Department of De- 
fense, Washington 25. 

While the photographs are pro- 
vided free, the Department of De- 
fense is extremely sensitive to the 
possibility that they will be used 
in such a way as to imply endorse- 
ment. Only ads involving classified 
material need to be submitted for 
security clearance. But as a matter 
of courtesy, the services appreciate 
it if an advertiser using one of their 


If you don’t know whom to contact 


for a government picture, the best 
sure-fire way to get started is to 
write the Information Director of 
the agency or department. His 
title, the name of the agency, and 
the simple address “Washington 
25 DC.” will be enough to get the 
letter to the right desttination. 
He'll fill the order himself, or see 
that it is routed to the right person. 


photos will voluntarily submit pro- 
posed copy and layout to the Of- 
fice of Public Services to ensure 
that it does not imply Service en- 
dorsement and that propriety and 
good taste are observed. 


> So far, we’ve been talking about 
photos from the current files of the 
various agencies and departments. 
The stacks and stacks of photos 
stored at the Library of Congress 
and the National Archives, how- 
ever, are likely to have an artistic 
or historical flavor. Whether it’s a 
1900 bathing beauty or a battle 
scene from the Civil War you want, 
one of these two places is almost 
sure to have it. 


e Library of Congress .. . the best 
bet is to drop in in person any 
time during the week from 9 a.m. to 
5:45 p.m. Pictures are in the 
custody of the prints and photo- 
graph division. Here you _ can 
look through all prints in the pub- 
lic domain and decide on the ones 
you want copied. If you can’t come 
in yourself, the library responds to 
specific inquiries by sending off a 
checklist of available pictures, along 
with an order form for photo dup- 
lication. The photoduplication serv- 
ice can make photographic copies, 
stats, microfilm, slides and blue line 
prints, all at moderate cost. 

In making your inquiry, the li- 
brary warns, keep your letter brief 
and concise. “Lengthy searches or 
extensive editorial selection of pic- 
tures cannot be performed,” library 
officials stress. 

Here’s a list of the library’s ma- 
jor collections and publications: 
General Collections: Nonbook 
materials, exclusive of maps and mot 

Four million items. Prints 


grapt 


events) and artists prints o! ail 1 
Special Collections: !%th-century 
hs (including C 


American Buildi 


T 
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But not with strangers 


You can put your feet up with 
friends and be utterly yourself! But 
with the strangers, or business ac- 
quaintances to whom you write, 
such informality isn’t sound. 

Are you sure your letterhead de- 
sign says what you want it to say 
about you? Are you sure the letter- 


head paper you use is a proper com- 
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panion for your written thoughts? 

If you aren’t certain, see samples 
of Howarp Bonp—the letterhead 
paper specifically made for business 
correspondence of high character. In 
whiteness, strength, feel, and crackle 

and in the way it sets off your 
letterhead and letters—-Howarp 
is a Bond that improves the bond 


between you and those who receive 
your letters. 

Many paper merchants and print- 
ers will be pleased to show you sam- 
ples. Why not have your secretary 
locate one today? 


vy 7 7 


ALL HOWARD PAPERS are quality 
controlled by 
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Presenting Lealand Gustavson, prize-winner, noted 


° ° ° national magazine illustrator, exhibitor in the American 
D 1 SCOVe ries in Water Color Society, among many others. In this vivid 


water color, Mr. Gustavson describes an interesting and 
: unusual interlude of inactivity behind the Big Top. 
American Art a 3 g Top 
Here it is, with bright colors and subtle tones, wonderfully 


reproduced on Maxwell Offset. Be certain of “‘prize-winning” 


color work of your own. Your success demands it... 


Maxwell Offset assures it. 


All Howard Papers quality controlled by Ace Ufay Printed on Maxwell Offset — Basis 80— Camberra Finish 
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prints of many periods, 
niques including 


woodcuts of the 


countries, and tect 
engravings, etchings 
old masters, the \ of 
Joseph Pennell 

prints especially y American 
century posters ne 
circus) and 20th-century posters (World War 
I and II). Large collection of origi ca photo- 
graphic negatives 


and modern 
artists; 19th- 
theatrical, 


Publications: 

Guide to the Special Collections of Prints 
and Photographs in the Library of Con- 
gress, compiled bet Paul Vanderbilt, 1955 
Available the Superintendent of Doc 
uments, Government Printing Off Wash 

25. $1.25 

Pictorial Renesiount. a Select List of Photo- 
graphic Negatives, 2d ed., 1955 
from Chief, Photodupli 
brary of Congress, Washington 2 25c. 

Catalog of nual National Exhibition 
of Prints. Available from the 
Photographs Division, Library of 
Free 

Selective Checklist of Prints and Photographs 
Recently Cataloged and Made Available 
for Reference. Lots 4121-4801 (4th ed., 
1954). Available from the Card Division 
Library of Congress. 7 

Supplement to Historic American Buildings 
Survey — 1959. Available from the 

Jational Pa Service, I 


ington 
cation Service, Li 


Prints and 
Congress 


partment of th 


ton 25. Free 


e National Archives: the National 
Archives is the official depository 
of non-current government records. 
Within its walls are stored almost 
one million cubic feet of historically 
valuable documents from all the 
federal agencies. 

Each year, four times 
that many documents are pruned 
from agency file cabinets and de- 
clared out-of-date. Archive officials 
estimate that about 95% of these 
records are of no permanent value 
and should be destroyed, but less 
than a sixth are actually gotten rid 
of. The vast majority go to 12 stor- 
age centers; although only a small 
core of the documents are kept in 
the Archives, officials complain that 
records are accumulating faster 
than they can be accommodated. 

Archives is bulging with pictures 
and other records of almost every 
description. Government photo- 
graphs on file there are by no 
means a staid collection of officials 
and buildings. For instance, dur- 
ing the depression the government 
commissioned photographers _ to 
record the far-flung activities of the 
WPA, including art and nature pro- 
jects. These pictures, thousands of 
them, have found their way into the 
Archives. 

If you need a shot of, say, a rub- 
ber tree in Brazil, it’s worth an 
inquiry to Archives (it filled this 
request). “We can’t say we don’t 
have something until we’ve looked 
for it,” Forest L. Williams, chief of 
the still pictures branch of Ar- 
chives, maintains. “We don’t know 
what we're going to find. It’s a hot- 
bed of potential,” he said. 


however, 


Archives, for instance, has over 
6,000 pictures of the Civil War made 
by Mathew Brady, but it also has 
lots of others just as good if not as 
famous, including pictures made by 
two other Civil War photographers, 
1,000 photographs of Civil War 
military installations and ships and 
25 “very excellent” art works of 
that period. 

In all, Archives has over three 
million still pictures. Most of them 
haven’t been precisely catalogued, 
but they fall roughly into 18 record 
groups. The more specific your pic- 
ture request is, the faster Archives 
staffers will be able to find it. For 
example, if you write in for an 
“eye-catching” World War I poster, 
Archives will put together a list 
of all the WWI posters it has. Then 
you check the shot you want and 
Archives will send you an 8x10” 
glossy print. The bill is $1 a print. 

Archive customers include NBC’s 
tv series “Project 20,” which needed 
photographs of Lincoln, Mark 
Twain and most recently, the Far 
West. A Connecticut advertising 
agency searched all over the coun- 
try for a certain picture of General 
Lee before finding it at the Ar- 
chives. The account executive of the 
agency, who had spent $50 for 
phone calls, laughed when he was 
told the charge. 

Since Archives get about 1,000 
letters and 1,000 requests a year, 
plus another 1,000 searchers who 
come in person, its staff of four or 
five people naturally have some- 
what of a backlog of orders. Mr. 
Williams’ advice is to allow about 
two or three weeks for each cor- 
respondence, but he emphasizes 
that the more specific the request, 
the quicker the service (for ex- 
ample, don’t say WWI plane, say 
“Jenny”). He also makes a plea to 
keep the ads dignified. 

“This is a fast-paced business,” 
Mr. Williams said. “75% of the peo- 
ple who write us are in a hurry. 
Some publishers even send a man 
down here for a day to get the feel 
of the place.” 44 


Haloid Brochure Explains 
Xerox Copying Equipment 


A 16-page, two-color brochure 
on Xerox copying equipment is 
being offered by Haloid Xerox Inc. 

The brochure illustrates and de- 
scribes the company’s line of 
xerographic copying and _ offset- 
master making equipment. 


- for more details circle 809, page 109. | 
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. The upper example gives the effect of flat tones, while the lower, needing no special 


equipment, is a line rendition. On the facing page is a half-tone rendered in line, diminished in effect by the 


dot structure of our plate. 


THREE EXAMPLES . . 
























The common way of using 
photographs in printing 

is to break it up 

into a series of dots. 

But there are other ways 
which offer unusual effects. 


Here is how to 


What you can get sncdiee 
from 


PHOTOGRAPHY 


LINE HALFTONE 


= By Donald R. Spear 
er, Eastman Kodak Company 
Rochester, N. Y. 





Illustrations in one form or an- 
other have been used to depict an 
idea or to tell a story for almost as 
many years as man has inhabited 
this earth. As early man recognized 
their utility to convey a thought, 
modern advertising agencies carry 
their concept a little further to 
create a mood, an interest, or desire 
for a product. The increased use of 
pictures has proven that Confucius 
was right and that a picture is 
worth a thousand words—or prob- 
ably even more. Another value of 
pictures is that they are the univer- 
sal language requiring not transla- 
tion but individual interpretation. 
The interpretation one gets from a 
picture on a printed page depends 
upon the subject matter and the 
method of presentation. 
Modern-day reproductions employ 
the use and concept of halftones. 
Ever since the invention of halftone 
printing, the volume of printed il- 
lustrations of one form or another 
has grown steadily. This is true in 
black-and-white, and now is even 
more true in the field of color. Cer- 
tainly, there is no argument that 




























This article is adapted from a speech 
made before the last convention of the 
American Photogravers’ Assn. 


the conception of halftones has of- 
fered a tremendous boost to the 
field of photomechanical reproduc- 
tion and printing. The halftone is 
one of the most important tools 
that you have at your disposal. 

In nearly all cases, the halftone 
is the proper medium for illustrat- 
ing a subject. There are occasions, 
however, when other than conven- 
tional halftones for illustration may, 
more readily, create the desired ef- 
fect or mood. We are referring to 
photomechanical means of repro- 
duction by other than the use of 
halftone dots. 


> There are, however, well-known 
photographic concepts and various 
techniques to make photomechan- 
ical reproduction without using 
halftone dots. In other words, 
photographic derivatives. Interest- 
ingly enough, these photographic 
uses do not involve complicated 
equipment, but only items that are 
available in almost every darkroom. 

For example, we are referring to 
such things as the tone line process, 
posterization, duotones, stipple ef- 
fects and others. This may surprise 
you, but we will make duotones 
without using dots. 


e First, line-art from photography. 
If you were to define this name, it 
would be as follows: A photograph- 
ic procedure for converting, by 
photography, a continuous tone pic- 
ture or print into a simulated line 
drawing. The procedure for doing 
this is amazingly simple, and bas- 
ically requires no more equipment 
than is available in the average 
darkroom. 

As a starting point, there should 
be a good continuous tone black- 
and-white paper print. Using a 
conventional process camera, or a 
view camera, the cameraman makes 
a continuous tone film negative of 
that print. Actually if the original 
negative from which the print was 
made is available, it may be used. 
However, it is usually desirable to 
make a new negative of somewhat 
higher contrast than the original 
from which the print was made. 
The higher contrast of the negative 
will afford more control over the 
type of reproduction that may be 
desired. 

From the continuous tone film 
negative, a contact continuous tone 
film positive is exposed and de- 
veloped. If it is desired to main- 
tain some of the middle tones of 
the scene, then the film positive 
should be made to a slightly lower 
contrast than the negative. For ex- 
ample, a good starting point would 
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STIPPLE PRINT . . . This uses a dot pattern, but one which is irregular and non-repetitive. 


A grained glass does the trick. 


be to have the positive about 80° 
of the density range of the negative. 
If a parts catalog is being prepared 
in which only an outline is needed, 
then the positive should be made as 
strong as the negative. 

The theory: if the film negative 
and film positive are precisely reg- 
istered, the light area of one will be 
completely cancelled by the other 
so that theoretically no light would 
pass through the two films. How- 
ever, if the negatives and positives 
are registered back to back so that 
there is literally a space between 
the two emulsions, and then a light 
is held in an oblique angle, an un- 
dercutting or edge effect is created. 
This then converts the gradual tone 
changes of a continuous tone into a 
line or simulated drawing effect. 

If the negatives and positives are 
registered as suggested, and ex- 
posed by an angled light to a high 
contrast film, a line-film positive is 
created. 

As most printing processes work 
from negatives, it is very simple to 
prepare a high-contrast negative by 
contact from this positive. Obvious- 
ly, pinholes and other minor correc- 
tions can be made at this time. 


The result then is a_ tone-line 
print of the original continuous tone 
print. This is a method of creating 
a special or unusual effect without 
the use of conventional halftones 
and yet at the same time maintain- 
ing photographic quality. 


@ Another attractive variation of 
photomechanical reproduction is 
posterizing. In this type of picture, 
the details are represented by print- 
ing down solid colors or uniform 
tints, but at different densities or 
technically different levels of grain- 
iness. Again, this is a photographic 
application to achieve a little differ- 
ent viewer sensation. 

Like any other process, there 
must be a starting point and for 
this it would be any good continu- 
ous tone photographic paper print. 

Then a high contrast negative is 
made from the continuous tone 
print. Because the high contrast 
film is used, only one or two of the 
many tones in the picture will be 
registered. For the first negative, 
the exposure is so controlled that 
only the very highlight tones are 
recorded. 


Two or more additional high con- 





trast negatives are made of the 
same photograph. In this case, how- 
ever, the exposure is progressively 
increased so that records are made 
of the high middle tones, low mid- 
dle tones, and the shadow areas. 

Using these negatives, the shad- 
ows are printed down using a high 
density ink. The low middle tone 
area is then printed using an ink of 
less density or grayness, and then 
the same idea is carried through for 
the high middle tones and high- 
lights. In place of using solid colors, 
it is possible to use halftones for 
each of the negatives. In this case 
the degree of grayness or density is 
controlled by the size of the print- 
ing dot. For any one negative, the 
dot size will be entirely uniform. 

There must be many times in the 
course of printing pamphlets, bro- 
chures, mailing pieces, and folders 
that a posterized rendition would 
create an appeal and demand more 
attention for expressing a thought 
or an idea than would the usual 
conventional halftone. 

Incidentally, the two techniques 
just discussed are not limited to one 
printing process, but may be used 
by lithographers, letterpress print- 
ers, and gravure and _ silkscreen 
houses. 


@ In a sense, a stippled print or re- 
production could be considered a 
halftone, but with an irregular non- 
repetitive dot structure. 

For this process, the graphic arts 
cameraman will put the original 
black-and-white photograph or 
print into the copy board of a proc- 
ess camera. 

To obtain a stippled effect re- 
quires nothing more than any ir- 
regular coarse-ground or design 
glass that is mounted in the plate 
rails of the process camera in a 
manner similar to a conventional 
ground glass. The irregular surface 
of the ground glass creates an inter- 
ference light pattern that, when ex- 
posed to a high-contrast film, pro- 
vides a grain effect. As with a con- 
ventional crossline glass screen, the 
stipple is controlled by adjusting 
the distance between the glass and 
the film plane. In theory then, the 
effect is very much like that of a 
glass screen. 

Contact stipple screens are also 
available. 

A reproduction by this technique 
may be classified as a halftone be- 
cause it does contain a full scale of 
tone reproductions, but the effect is 
certainly quite different. 


@ The duotone is a subject that 
comes up for discussion any time 


Se) ADVERTISING 


1 guess filing artwork will always be 
a problem! 


two or more graphic arts camera- 
men get together. There seems to be 
as many ideas on how a duotone 
should be made as there are people 
making them. 

In a sense, however, duotones are 
an attempt to create the impression 
of color without actually doing a 
four-color reproduction. In all fair- 
ness, in many cases duotones are 
undoubtedly more effective and 
have more appeal than would a so- 
called facsimile four-color photo- 
mechanical reproduction. 

Probably the main point to keep 
in mind when printing duotones is 
that the strong color which is usu- 
ally a black should be printed at 
the regular angle of 45°. The weak- 
er color or hue should be rotated to 
an additional 30° or printed at an 
angle of 75°. If these angles are 
carefully measured, the probability 
of creating a moire pattern is vir- 
tually eliminated. 

In some cases, the black halftone 
or the strong color halftone is made 
to a full scale. That is small or non- 
existing halftone dots in the ex- 
treme highlights or catch lights and 
then print virtually a solid in the 
shadow end of the picture. When 
this is done sometimes operators 
make the color halftone with no 
dots in the highlight steps and 
printing fairly heavy down through 
the shadows. Other variations in- 
clude printing the strong color 
starting at high middle tones down 
to the shadows and letting the col- 
or halftone carry the highlight, high 
middle tones and middle tones. 
Some concerns make both the black 
and the color halftone precisely the 
same. Another very important con- 
sideration of course is the choice of 
hues used to represent the repro- 
duction. Unless a shock effect is de- 


sired, the hues should be repre- 
sentative of the type of scene re- 
produced. An ocean scene would 
undoubtedly be done with black 
and blue or blue-green. A desert 
scene would undoubtedly employ 
some browns. 

In any event, this is an excellent 
way of introducing color to what 
otherwise might be a somewhat 
drab black-and-white print. 


e Halftones without dots, of 
course, are line halftones. The con- 
trast and the tone reproduction of 
a line halftone is controlled by the 
thinness or thickness of the printed 
line and not by dot size or area. 
Interesting effects can be created 
by using lines, rather than the con- 
ventional dot pattern. The only 
equipment required to make a 
straight-line halftone is a process 
camera, a conventional glass cross- 
line screen, and a_ straight-line 
aperture in the lens. The straight- 
line aperture can easily be made 
from any black paper. 

Certainly very interesting, un- 
usual, and eye-appealing effects can 
be obtained by using straight lines 
of variable widths. In many cases, 
the reproduction will look as if it 
were hand sketched. 

We talked earlier about making 
duotones without dots. To do this, 
another straight-line halftone could 
be made of the original but with 
the aperture slot rotated 90° so that 
the lines will be at 90° for the two 
different negatives. 

When the black and the color 
straight-line halftones are printed 
down, the possibility of a moire pat- 
tern is completely eliminated. This 
may be of special interest to silk- 
screen printers who face a danger 
of moire pattern each time a half- 
tone negative is brought in con- 
tact with the regular mesh of a 
silk screen. This then is one method 
of rendering a full tone picture 
without employing the usual con- 
cept of halftone dots. 


>» We sincerely hope that these 
techniques will be of interest to 
you. Certainly there is no desire to 
displace halftones. We simply hope 
that some of these variations for 
illustrations will at times provide 
an interesting means of picturing 
photo mechanically a process for 
conveying a thought or an idea. ¢¢ 


Flashlight Clipboards 
Described in Folder 


If your problems include record- 
ing figures and notes while work- 
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ing in totally dark or poorly-lighted 
areas, Mutual Engineering & Mfg. 
Co., Los Angeles, would like you to 
know about its line of flashlight 
clipboards. 

As indicated, the flashlight clip- 
boards use standard makes of flash- 
light batteries and bulbs in the 
“head” of the instrument. A white 
enamel reflection surface in this 
head properly distributes light over 
an entire writing surface. 

Available in three standard office 
size forms, the boards have applica- 
tions for management and work 
forces in stockrooms, vaults, ware- 
houses, hospitals and _ institutions, 
airports, fire, police and insurance 
adjustment work, public utilities, 
trucking, freight yards, docks, min- 
ing, service stations, garages etc. 

Information, board sizes and 
prices are contained in price lists 
which are offered. 

. for more details circle 810, page 109. 


Fototype Introduces 
Reproduction Paper 


Typing paper, especially treated 
for reproduction purposes, has been 
developed and is being marketed by 
Fototype Inc., 1414 Rosco St., Chi- 
cago 13. 

It is called Copy-Prep. Accord- 
ing to the company, it is a type- 
writing bond paper with a smooth 
white-painted coating that “gives 
carbon-ribbon typewriting a crisp- 
ness and contrast you never saw 
before.” It has a soft matte finish 
that “cannot throw glare or reflec- 
tions.” 

Claims include that it is perfectly 
free of specks or dirt, it is specially 
treated to take corrections, allows 
rubber cement clean-ups without 
“feathering” at edges, won’t curl or 
buckle, and holds back both rubber 
cement “bleeding” and rubber ce- 
ment solvent. 44 


Neatape Introduces 
New, Adhesive Tack 


A new type adhesive tack, with 
pressure cement on both sides for 
use in posting on bulletin boards, 
pasting into photo albums, spotting 
on mats and charts, has been an- 
nounced by the Neatape Corp., 38 
E. 1 St., New York 3. 

Called Neatacks, they adhere 
to metal, wood, plastic, glass, paper 
or any dry surface and can be used 
over and over again,according to the 
manufacturer. 

Details are available from the 
manufacturer. 44 


3M Color Key System 
Explained in Folder 


A folder describing 3M Color Key 
has been prepared by Minnesota 
Mining and Manufacturing Co., St. 
Paul. 

It is the first negative acting, pre- 
sensitized system for proofing color 
jobs, according to a 3M claim for the 
system. Others include “Color break, 
fit, and register are shown quickly 
and exactly,” and “eliminates coat- 
ing, mixing and drying time, re- 
duces reruns, saves presstime, re- 
veals color values, gives reliable dot 
accuracy, saves plate makeovers and 
reduces re-proofing.” 

Color Key comes in standardized, 
non-fading ink pigment colors: 
black, cyan, magenta, yellow, green, 
orange, red, dark blue, brown and 
white. 

Copies of the folder, “Now .. . 
Get Full Color Proofs Direct From 
Your Negatives,” are available. 

- for more details circle 811, page 109. 


Art Portfolio Issued 
By New York’s Idea Art 


The Art Portfolio, sixth in an an- 
nual series of ready-to-use line 
drawings, has been released by Idea 
Art, 30 E. 10th St., New York 3. 

Emphasis is given to art for pro- 
motions. A special section is devoted 
to Christmas themes. A new addi- 
tion is a section called a “Handbook 
for Employes.” This section contains 
drawings which have special impact 
when used in internal promotions. 

The portfolio is priced at $29.50. 
It is mailed on approval for a 10- 
day examination. 44 


Sample Page . . . One page from Idea 
Art #6 shows style of art, along with 


copy catch lines. Original size was 82x 
't”. 





How Packaging 
Creates a Line 


It’s easy to let each new product 
get its own design, but not so easy to 
bring them all back in a family. 
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By Tom Lester 

General Manager, Southwestern Division 
De Soto Chemical Coatings 

Garland, Texas 


Supporting six unrelated label 
lines, 17 brand names and 64 sep- 
arate products in today’s market 
place is an expensive, and often 
discouraging, task. 

That is the problem that DeSoto 
Chemical Coatings Inc. faced until 
early this year in its trade sales in 
the Southwestern division located 
in Garland, Tex. It was the recog- 
nition of this ever-deepening mar- 
keting situation that prompted De- 
Soto management to look squarely 
at its sixty-year-old line and say, 
‘“Let’s do something about it.” 

Like many another manufacturer, 
DeSoto had grown slowly, adding 
products from time to time and 
catering to individual packaging 
and merchandising situations as 
they arose. The main label was a 
design of thirty years ago and had 
little to recommend it but its fa- 
miliarity to established customers 
in twelve Southern states. As more 
glamorous paints (such as the latex 
and alkyd-base groups) had been 
introduced to the DeSoto consumer, 
it seemed wise to design a fresh 
label, assign it a new brand name 
and give it a send-off with a share 
of the promotional budget. In time, 
the DeSoto image became one of 
many individual brand names, each 
contributing little or nothing to a 
company identity. 

It became increasingly complex 
to prepare advertising material cov- 
ering all of the brand names, and 
this led to heavy promotion for the 
sales leaders such as “Desotone” 
latex wall finish and “1110” fume 
and mildew resistant house paint. 
Conversely, almost nothing could 
be allotted to the traditionally slow- 
moving products such as “Kwik- 
Strip” Paint Remover and “Floor- 
master” Varnish. The leaders made 
progress, but the low-volume paints, 
dependent almost entirely upon the 
retail clerk, were left to chance. 


> Management had been aware of 
this unhealthy marketing plight for 
some years, but corporate shifts had 
deferred the task of investigating 
the problem until late 1958. The 
problem was determined to be one 
of uniting the various brands under 
one strong DeSoto label, without 
damaging the good brand identity 
we had built for individual products 
over the years. Basically, it was a 
packaging problem that required 
careful attention to the marketing 
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and advertising aspects of the De- 
Soto paint line. 

In late 1958, we were considering 
the marketing of a newly-formu- 
fated house paint. This was an op- 
portune time to design a_ special 
label with the idea in mind that 
the label might, if successful, even- 
tually be used as a general line 
label. To design the label, we en- 
gaged Robbins, Caver, Page & 
Associates, the Dallas design firm 
with whom we had worked on 
previous graphic projects. Don 
Griffin, Advertising and Sales Pro- 
motion Supervisor for DeSoto’s 
Southwestern Division, was in 
charge of the project and helped 
to determine what characteristics 
would be functional and desirable 
on a general line label: 


1. A contemporary, eye-appealing 
color combination. 


2. Ample space on the label front 
to accommodate imprint informa- 
tion for varied product groups. 


3. A readable format and type style 
for the direction panel. 


4. A simple design treatment that 
would lend itself to easy reproduc- 
tion by letterpress methods. 


Even though the design activity 
was limited to the one product label, 
these four ground rules were kept 
in mind. Only after it had been pre- 
determined that no existing DeSoto 
label would fulfill the requirements 
dictated by the need for a com- 
pletely flexible label were sketches 
begun for a new one. 


> Over 50 designs were explored in 
an effort to show a variety of com- 
binations of color, texture and form. 
Of the fifty basic designs, ten were 
chosen for further development and 
were done in carefully detailed 
mock-up form. When presented to 
DeSoto management at a meeting 
in Chicago, one of the designs stood 
out as being really appealing, al- 
though somewhat unusual for a 
cylindrical can in that it made use 
of informal balance. 

This label was accepted as the 
design which would be used in 
bringing out the new house paint, 
but there was still some doubt as 
to whether this would be satisfac- 
tory as a general line label because 
of its asymetrical look. The deci- 
sion was to print a limited quantity 
of the labels, test it in the Chicago 
test store, live with it a while and 
see if it was well accepted by the 
DeSoto consumer. 

Meanwhile, an idea had been fer- 
menting back in Dallas at the de- 


sign group. Why not propose a 
color-keyed line of labels that 
would help the retail clerk and the 
consumer to determine at a glance 
what kind of paint was contained 
in a given can? To do this, a new 
system of nomenclature was needed, 
since the DeSoto line was not 
grouped into exteriors, interiors, etc. 

Permission was sought, and 
granted, to explore a new nomen- 
clature system and to select seven 
new color combinations for use on 
the six broad groupings within the 
DeSoto paint line. This was to be 
presented at the same time the 
limited run of house paint labels 
was tested in Chicago. 


> The new nomenclature system, a 
product of a few short weeks of 
intensive study and evaluation of 
the 64 DeSoto products, separated 
the line into six categories. A dis- 
tinctive color combination was as- 
signed to each for purposes of ready 
shelf identification. Final mechani- 
cals and plates were prepared for 
the house paint label. Using the 
same plates with drop-in type 
changes, proofs were pulled repre- 
senting a sample paint in each cate- 
gory. This made visualization of the 
proposed new line an easy matter, 
with the products grouped in this 
fashion: 

1. Exterior Paints . chartreuse 
and dark blue-green 

2. Interior Paints . . . mustard yel- 
low and charcoal gray 

3. Enamels, Undercoaters and Seal- 
ers . . . vermillion and teal blue 
4. Varnishes and Stains . . . amber 
yellow and olive green with wood 
grain overprint 

5. Professional Painter Finishes .. . 
pearl gray and teal blue 


6. Custom Color Finishes . . 
blue and dark green 


. aqua 


Two syecial paints, aluminum 
paint and redwood stain, were run 
separately in their own special col- 
ors, since color plays an important 
role in customer identification. 


> About 100 sample labels of each 
group were sent to the Chicago test 
store where they were put on ex- 
isting stock and displayed in the 
store. DeSoto executives viewed the 
display with a great deal of interest, 
as enthusiasm was building over the 
prospect of a new look for the De- 
Soto trade sales paints. 

The new design met with a good 
reception in almost all quarters. It 
proved to be just as attractive in 
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Related Materials . . 


mass display as in individual units. 
Jerald O. Page, design director for 
Robbins, Caver, Page & Associates 
and designer of the label, points out 
that “the color combinations were 
selected intuitively to symbolize the 
contemporary color schemes which 
characterize DeSoto paints. Also, 
we tried to select colors that would 
be compatible in mass shelf display, 
as well as pleasing individually. To 
do this, we gave each color combi- 
nation a bright aggressive color and 
one passive low-key color. In fact, 
the low-key colors are not notice- 
ably different from each other when 
seen on isolated cans. The simplicity 
of the design, its identity dependent 
entirely on typography and color 
relationships, allowed us to make 
color a useful tool in identifying 
the various groups within the frame- 
work of an over-all company look.” 


> As often happens in growing com- 
panies, a shift in marketing em- 
phasis caused plans for the newly- 
formulated house paint to be shelved 

. and along with it, the label that 
had served as the guide for the 
entire paint line. It was decided, 
however, that the design was func- 
tional as proposed and that it would 
be introduced, along with the new 
nomenclature, at such time as old 
label inventories could be reduced 
to a minimum. 

Instituting the program took al- 
most a year to the day. First, the 
Southwestern Division plant began 
by letting its inventory of labels go 
down. In some _ instances, small 
quantities of old labels were or- 
dered to bridge the gap. The prob- 
lem was to let the label stocks run 


. Promotional materials, 


from the salesmen’s presentation kit to 
the ‘‘wet paint’’ sign, use the key package colors, and the clean, geometric look of the 
label. Chartreuse, teal blue and vermillion are the predominant colors 


low, proportionate to the rate in 
which they were used. Then, when 
only a couple of months’ supply was 
on hand, DeSoto acted with all 
deliberate speed in printing new 
labels and introducing the new line 
almost completely across the board. 
To give emphasis to the new look, 
DeSoto called in all of its consumer 
paint salesmen from the field in the 
fall of 1960 for an important sales 
meeting. The new labels were shown 
in proof form, exactly as they would 
appear on the dealers’ shelves in 
the near future. Happily, the field 
salesmen were completely sold on 
the new design at first sight... 
and with this kind of support, the 
plan for the label’s introduction was 
well on the way to success. 
Because of the close personal re- 
lationship between salesmen and 
dealers, it was decided to make the 
new label’s introduction by personal 
contact with the dealer wherever 
possible. First, a flyer-type an- 
nouncement was prepared, showing 
the exterior paint label and using 
its color scheme . . . since adopted 
for use on most DeSoto sales pro- 
motion material. Then, a sales kit 
was prepared for each salesman to 
use in a personal call on the dealer. 
The kit contained a sample label 
from each of the eight paint groups, 
and announcement and color photo- 
graphs of the label in mass display. 


> Immediately after the first heavy 
shipments of the new label, DeSoto 
sent out a press release to announce 
the label change to the public. This 
was carefully timed when most 
dealers’ stocks were low — and well 
in advance of heavy spring sales. 


Many dealers took this opportunity 
to run specials to clear old-label 
merchandise, traditionally hard to 
move once a new label is intro- 
duced. 

Fortunately, the changeover ran 
smoothly with the new label being 
introduced to almost all products 
within four months. The new no- 
menclature, with brand names re- 
tained but de-emphasized, proved 
to be popular with dealers and 
salesmen from the very start, due 
perhaps to the positive fashion in 
which the label was introduced. It 
is planned in the future to drop the 
brand names, once the label be- 
comes well-established as an inte- 
grated DeSoto line. 


> From the technical side, there 
was heartening news that the new 
system of label nomenclature, as 
well as the color combinations, had 
turned a complex imprinting opera- 
tion into a relatively simple, easy- 
to-follow pattern. The front panels 
are now imprinted from drop-in 
electros, avoiding a loose type prob- 
lem. Directions, analysis and color 
names are all set in linotype slug 
form for ease of handling. The 
labels are printed flat bed letter- 
press with IPI inks, on Kromekote 
label stock. The three-color label 
blanks are run in quantity by the 
Powell Printing Co., then ware- 
housed at the printer for individual 
imprinting as needed. DeSoto has 
found this system to be both prac- 
tical and economical over a period 
of years. 

One of the most important factors 
in assuring the success of such a 
program is planning for proper co- 
ordination of all the suppliers who 
contribute to the total effort. Ac- 
cording to Mrs. Martha Robbins, 
coordinator of the project for Rob- 
bins, Caver, Page & Associates, 
“planning a design program is one 
thing, making it function is another. 
A design is conceived and a pro- 
gram planned by an individual, or 
at most a small group. But putting 
the plan into operation requires the 
cooperation and enthusiasm of a 
great number of people if the de- 
sign concept is to be preserved in all 
of its adaptations and applications. 
The function of setting up a system 
of control becomes the primary re- 
sponsibility of the design organiza- 
tion, once the concept has been 
established. The resulting ability of 
design to establish an identity will 
be in direct proportion to the qual- 
ity of the system set up for design 
control.” 


> As a bonus result, this program 
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of re-design at DeSoto Chemical 
Coatings Inc., Southwestern Divi- 
sion, has served to make DeSoto 
dealers, as well as company person- 
nel, aware of the fact that the com- 
pany is facing the future with an 
aggressive and engaging new per- 
sonality. The new personality is 
being manifested not only in the 
package, but also in the design of 
fresh sales promotional materials 
and point-of-purchase displays, all 
utilizing the chartreuse and teal 
blue label colors of the exterior 
paint group. In the future it is 
planned to integrate other graphic 
materials as present supplies are 
exhausted. 

Summing up the program, we feel 
that an optimistic approach to the 
introduction of a new line of pack- 
aging is of inestimable value in get- 
ting others interested in making it 
a success. Perhaps our use of sales 
meetings, announcement mailers, re- 
designed dealer newsletters, kits and 
press releases was in part respon- 

- sible for the wonderful enthusiasm 
exhibited by all of our people dur- 
ing the introductory period. Perhaps 
the two years spent in preparing for 
the new design was actually an ad- 
vantageous period of incubation. 
Whatever the reasons, I’m convinced 
that any re-design effort stands or 
falls on the ability of management 
to sell the people within the organi- 
zation on the value of the program. 

44 


IN THE MARKETPLACE 


@® New Label Paper . . . Imac APC 
is a new heat seal grade designed 
for the labeling of packaged bakery 
products. The new grade replaces 
both Pervenac CL and IMAC PL 
grades wherever these papers have 
previously been | recommended. 
Nashua Corp., Nashua, N.H. 


@ Elite Flute Corrugated ...A 
slimmer corrugated material that 
folds easily, retains strength and 
can be color-printed for display 
use. The material is 1/16” thick 
and almost eliminates the “wash- 
board” effect of standard corru- 
gated. Carton Division, Dept. EF-2, 
Alton Box Board Co., Alton, IIl. 


@ Applicon Label Dispenser ...A 
machine with a patented sensing 
unit which regulates the speed of 
the machine to the speed of the op- 
erator. It feeds out one row of la- 
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How to Make Sure Your Package Fails 


1. Play “follow the leader,” use the same design format and approach as 


competition. 


2. Design packaging to please yourself and your associates rather than the 


needs of your market. 


3. Play it “safe,” design your packaging for the market of the past instead 


of the market of the future. 


4. Forget that the buying public is fickle and changeable, stick with tried- 
and-true format because you think your “loyal” customers won’t accept any 


changes. 


5. Design packaging to look best when sitting on the conference room table; 


forget what happens at point-of-sale. 


6. Design packaging “in isolation” 
en p fing 
sales promotion. 


; don’t coordinate with advertising and 


7. Once you get a new package forget all about it, don’t bother to keep it up- 
to-date. Wait five years before you make a change, then start the process all 
over again, copy the changes your competition has made. 


bels, waits until the last label is re- 
moved, then automatically feeds 
out the next row. It can be used 
with rolls from 3/16” to 6” wide. 
Easy label removal is assured by a 
thermostatically controlled heating 
element. Applicon Machines, 21877 
Euclid Av., Cleveland 17. 


© Adapta-Pak A folding car- 
ton for frozen foods packaging 
which is top-loaded and reported to 
eliminate the need for an outer 
wrap, inner wrapping or inside con- 
tainers to protect contents. The 
carton has a three-flap lid which is 
sealed securely to the outer sides 
of the carton after closing. It can be 
loaded automatically or manually 
and is designed to be used in con- 
junction with a new carton sealing 
machine. The carton sealer can han- 
dle cartons with front and side di- 
mensions of 514” and 4” respective- 
ly. Depths can range from 114” to 
2”. Surface design can be offset or 
letterpress printed directly on the 
carton which is made from solid 
bleached sulphate. The carton can 
be obtained with regular, high- 
gloss wax, or polyethelene coating 
for moisture resistance. Container 
Corp. of America, 38 S. Dearborn 
St., Chicago 3. 


@ Whirl-A-Seal ...A plastic strip 
that is rolled down and locked in 
place over a plastic bag to form 
both a seal and a carrying handle. 
The strip is available in light, me- 
dium or heavy-gage plastic with 
die-cut hooks in the ends which 
interlock to form the handle. Pos- 


—from Designwise 
published by Gerald Stahi Inc. 


itive sealing of bag contents is re- 
ported and two or three bags can 
be sealed into one handle. Better 
Containers Mfg. Co., 2646 W. Madi- 
son St., Chicago 12. 


@ Mother-Daughter Aerosols 

Standard aerosol containers with 
companion purse-size glass con- 
tainers. Contents of regular size 
container can be transferred to 
purse-size unit by consumer. Glass 
“daughter” units can be encased in 
ornamental metal or plastic con- 
tainers if desired. G. Barr & Co., 
3601 S. Racine Av., Chicago 9. 


Product Marking Stressed 
In New Markem Brochure 


The importance of legible, com- 
plete and low cost marking of prod- 
ucts, packages or labels is discussed 
in a six-page brochure from the 
Markem Machine Co., Keene, N. H. 

Titled “Helping Your Product 
Speak For Itself,’ the brochure 
points out that the sale is made by 
letting the prospect know what the 
product is, who made it, what it is 
used for, how to install and main- 
tain it, etc. 

The Markem brochure also 
stresses the fact that if the marking 
system is right, other varying in- 
formation such as size, color, codes, 
dates, etc. can also be included on 
the packages as needed. 

Copies are available. 

. for more details circle 812, page 109 





Exhibit 
Sound 


Sound about Sound .. . One of the high points of the exhibit 
is this animated diagram of the ear, which shows, as the re- 
corded message explains, how signals pass from the ear drum 


to the brain. 


Museum exhibits are—by defini- 
tion—visual, so a manufacturer of 
musical instruments has a special 
exhibit problem to solve. He has to 
make sound visible for the visitor. 

Hammond Organ Co., Chicago, 
solved the problem in ingenious 
ways. Not only is the company’s 
permanent exhibit at the Chicago 
Museum of Science and Industry 
designed to make the museum visi- 
tor literally “see” sound, but it also 
includes a strategically placed ‘“au- 
dience participation” feature de- 
signed to lure him into the exhibit 
in the first place. 

The exhibit, entitled “The Science 
of Sound and Musical Tone,” has 
entered its second year. Designed as 
a complete layman’s tour through 
the world of musical tone, the dis- 
play includes five distinct exhibit 
areas. Four are devoted to laying 
bare the mystery of what happens 
to sound vibrations before, and 
after, they strike the human ear. 
The fifth, the “audience participa- 
tion” feature, is where anyone can 
go and play away to his heart’s con- 
tent on a Hammond organ. 


Take an intangible topic, subject it to heavy traffic of all ages, 
make it institutional, but with sales value, and you have a problem to solve. 


> The visitor enters the Hammond 
exhibit past a five-foot replica of a 
human ear. An elongated screen of 
moving vibrations leads up to the 
ear openings. Visitors can pick up 
telephones along the way, push a 
button and get the facts on what 
goes on when a vibration travels 
through air, strikes the eardrum 
and bounces off the human brain 
as “sound.” 

Students, do-it-yourselfers, and 
skeptics as to the practicality of 
owning their own organ, are invited 
to test for themselves. They can 
enter one of the four private, 
sound-proof booths—each equipped 
with a Hammond chord organ—and 
play away as long as they wish. For 
those who cannot read music, Ham- 
mond has made _ provisions. A 
simple chart method for finding the 
proper keys is placed on the organ 
rack alongside the annotated music. 
With a few minutes’ study, even the 
less-than-amateur musician can 
turn out a satisfying ditty. 

“It is an exceedingly popular ex- 
hibit,” says museum director Daniel 
M. MacMaster, “and there are sev- 


Custom-Made Organ Another 
high spot is a working organ encased 
in a cabinet of clear plastic, with a 
schematic on the panel above. 


Shows & Exhibits © 73 





eral reasons. It is attractive. It is 
located on a main traffic aisle, and 
the opportunity to play an organ 
is, in itself, a very popular feature. 

“On Sundays and holidays, there 
is always a standing line to get in 
and play the organs. And an at- 
tendant is on hand to help visitors 
if they wish.” 


> When the exhibit was first in- 
stalled, Mr. MacMaster explains, 
Hammond felt that the invitation 
to step in and play an organ might 
be frightening to some. After all, an 
organ is regared as a complex musi- 
cal instrument. So the company de- 
vised a system whereby a series of 
flashing lights indicated to the play- 
er where he should place his hands. 

“But it proved too simple,” the 
museum director explains, “so we 
decided it was best to leave them 
on their own.” 

Donovan Worland, Latham-Ty- 
ler-Jensen, the Chicago industrial 
design firm which created the ex- 
hibit, says that translating “audio” 
to “visual” presented a stubborn 
problem. 

“It was hard,” he says, “to show 
that sound is three-dimensional— 
that it doesn’t travel in wiggly con- 
centric circles. It travels in con- 
centric spheres.” 

One of the push-button phones 
located near the giant replica of the 
human ear is designed to get this 
fact across. As the visitor punches 
a button and hears a voice describ- 
ing the transmission of sound, the 
photo screen below shows a picture 
of shock waves travelling outward 
in spheres. 


> The exhibit includes an impres- 
sive “Sound Theater” in which the 
novice sound-scientist can push an- 
other button and get a full begin- 
ners’ course—both audio and visual 
—in what turns a musical vibration 
into a sound. On the screen he sees 
the fluctuation sound waves set up 
by the reed of a clarinet. On the 
sound track he hears the sound 
peculiar to that instrument. The 
theme is repeated with a violin, a 
drum, a trombone, and the Ham- 
mond tone wheel. 

Another area of the exhibit is an 
actual organ enclosed in a trans- 
parent plastic case so that the re- 
lays, mechanisms and wiring that 
comprise an organ’s workings show 
through. 

Samples of four actual Hammond 
organ models in booths complete 
the display and indicate to the visi- 
tor a partial range of choice should 
he decide to buy a Hammond organ. 

“An increasing number of busi- 
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ness corporations are commissioning 
permanent museum exhibits which 
interpret their industries in terms 
of basic ideas and processes,” says 
designer Worland. “We find muse- 
um audiences to be increasingly in- 
terested in the principles which 
underlie science. If museums are 
to fulfill their educational purpose 
effectively, their exhibits must 
reach out to the viewer with ex- 
periences that will impress all of his 
senses—hands, eyes, ears, even nose, 
if necessary.” 


> Having met this educational need 
in the science of sound, Hammond 
is currently merchandising its ex- 
hibit in several ways. 

Through its agency, Young & 
Rubicam, Hammond has created an 
18-frame filmstrip which offers, in 
effect, a trip through the exhibit. 
The film has been sent to an initial 
mailing list of 400 schools through- 
out the country, together with a 
teachers’ manual. The manual de- 
scribes the exhibit and suggests 
possible areas for classroom use as 
well as careers in sound which 
might intrigue students. The pro- 
motion is geared specifically to 
towns of under 20,000 population 
which have high schools with audio- 
visual departments. 

Concurrently, a 20-minute, color- 
sound movie based on the exhibit 
is being distributed to Hammond 
dealers for showing to larger school 
groups and to civic and welfare or- 
ganizations. 

The third prong of the merchan- 
dising campaign is a news movie to 
be used as a one-minute spot by 
tv news commentators. 


> Harold C. Lembke, Hammond’s 
vice-president in charge of market- 
ing, says that as a leader in the 
sound production field, his com- 
pany accepted its responsibility to 
take the museum and the exhibit, 


“Science of Sound and Musical 
Tone,” on film to both students and 
consumers beyond the perimeter of 
the museum. 

“As a matter of fact,’ says Mr. 
Lembke, “the response from schools 
to the filmstrip, made available 
about mid-September, has been so 
immediate and so gratifying, we 
have placed an order for an addi- 
tional 1,000. Requests for the 20- 
minute feature film have been most 
gratifying, also. The television news 
spot, released in October in connec- 
tion with ‘Science Youth Month,’ 
has a reported use on 21 major tv 
news programs. We expect this to 
go over 100.” 

Mr. MacMaster says that more 
than 2 million persons a year visit 
the Museum of Science and Indus- 
try, and it is estimated that two- 
thirds of them visit “The Science 
of Sound and Musical Tone.” 

“Most exhibits on sound,” he 
points out, “are academic and have 
nothing to do with music. On the 
other hand, most exhibits on music 
have nothing to do with the science 
of sound. This accomplishes both.” 

The exhibit is simple, dignified, 
and beautiful, and the serious 
science museum visitor comes away 
feeling that he has truly “seen 
sound” in all its mysterious 
motion. 44 
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. Two living testimonials for the value of 


keeping track of calories —- Mary Rodites, Miss No-Cal ‘60, 
crowns her successor, Gwen Mead, Miss No-Cal ‘61. 


What better way to pro- 
mote a low-calorie bever- 
age than a contest which 


emphasizes the trim figure? 


By David Alan Kirsch 
Director of Marketing 
Kirsch Beverages Inc. and 
No-Cal Corp. 

New York 


Beauty contests are known to 
date back to biblical times. History 
tells us that many a king chose his 
queen or harem by viewing a pa- 
rade of feminine pulchritude. And 
for more than a century, gals of all 
sizes and shapes have been used in 
advertising and publicity by manu- 
facturers to lure consumers to their 
merchandise. Needless to say, many 
of the products had no connection 
whatever with anything feminine. 
In fact, quite a number were de- 
signed primarily for men. 


Back in 1953, Morris Kirsch, 
president of the No-Cal Corp., rea- 
soned that there was no more ap- 
propriate theme for his unique, 
newly-marketed soft drink than a 
lovely statuesque Miss No-Cal of 
the year. A beauty contest would 
do much to gain the attention of the 
lovelier sex and women were his 
prime targets since they were al- 
Ways more concerned with form 
and figure than men. So what better 
way to dramatically illustrate, sym- 
bolize, and epitomize the selling 
points and promise of No-Cal bev- 
erages than to feature the trim 
torso? It occurred to him, too, that 
both men and women are equally 
attracted to ads and point-of-pur- 
chase signs, bearing a beautiful girl 
as the central interest. 

At that particular time, though, 
it was extremely difficult to launch 
a major beauty contest since the 
entire staff was deeply involved in 
the growing pains of expansion with 
our new non-fattening beverage. 
Enlargement of plant and produc- 
tion facilities; setting up distribu- 
tion and transportation operations; 
franchising negotiations; the hiring 


of additional personnel for the sales 
force and advertising department 
were but a few of the problems 
that took precedence over beauty 
promotions. 


> When our president first en- 
visioned the annual use of a per- 
fectly proportioned beauty to rep- 
resent No-Cal, calls were sent out 
to the model agencies and show 
business representatives for sug- 
gested candidates. Personal inter- 
views were conducted by our ex- 
ecutive staff with some of the girls 
(selected from the submitted pic- 
tures) and thus the first Miss No- 
Cal was chosen. The following year 
saw the same method repeated. 

But as soon as all plant opera- 
tions were running at full speed, a 
full-fledged beauty contest promo- 
tion was initiated. This involved a 
package deal with one of television’s 
top stations and an amusement 
center in metropolitan New York, 
where all contests were held. For 
three years, the Miss No-Cal search 
was conducted in this manner. In- 
cidentally, a different set of judges 
was selected for each beauty com- 
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“Even with a limited 
amount of time to de- 
vote to publication 
reading, | always 
manage to read Ad- 
vertising & Sales 
Promotion and find 
some creative helps 
and production tips.” 
says JAMES P. INCE 


Director of Public Relations 
and Advertising 


American Hospital Supply 
Corporation 


Mr. Ince and the American 
Hospital Supply Corporation 
are typical of the advertising- 
sales promotion professionals 
and important buyers of ad- 
vertising products and serv- 
ices you reach in the pages of 
Advertising & Sales Promo- 
tion. 


With four operating divisions 
and 21 wholly-owned subsidiaries, 
American Hospital Supply does 
business on a world-wide scale to 
the tune of almost $125,000,000 
annually—and includes among its 
customers more than 95 per cent 
of the hospitals in the U. S. Mr. 
Ince’s department spends over 
$500,000 on advertising and sales 
promotion activities yearly, most 
of which is allocated for public 
relations and sales promotion ma- 
terials. 


Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 
200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
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petition, recruited from the ranks 
of newspaper columnists, radio and 
television personalities, and leading 
figures in the supermarket field. 


>» Two years ago, we decided to em- 
bark upon a beauty contest under 
our own supervision and control. A 
leading motion picture theater in 
downtown New York was selected 
and all contests were held on its 
stage. While we accomplished much 
with this arrangement, it was felt 
that the promotion was too limited 
in scope. 

In the summer of 1960, however, 
our search for Miss No-Cal was 
really expanded. We ran our con- 
tests on the stages of the country’s 
largest theater chain. Sixteen pre- 
liminaries, four semi-finals, and the 
final contest were held throughout 
New Jersey, the boroughs of New 
York City, and Westchester County. 
The promotion ran for 13 weeks, 
commencing the middle of June and 
culminating on the evening of 
September 8. We had close to 1000 
entrants recruited from Connecti- 
cut, New Jersey, and New York. 
Lobby posters, movie trailers, radio 
spots, newspaper advertisements, 
and point-of-purchase material fea- 
tured the promotion and called for 
contestants. 

A budget of $25,000 was allotted 
for the entire promotion. $10,500 of 
this was expanded for movie trail- 
ers, lobby posters, application 
blanks, and store signs. Prizes for 
the preliminary, semi-final, and 
final contest winners were also in- 
cluded in that amount. Newspaper 
ads, devoted entirely to the ex- 
ploitation of the “Miss No-Cal” 
promotion, cost $14,500. Of course, 
contest mentions were inserted in 
our regularly scheduled radio and 
newspaper advertisements. 

The $1,000 minimum modeling 
contract awarded to Miss No-Cal is 
not considered part of the contest 
promotion inasmuch as payment for 
public appearance and advertising 
models for the year would have to 
be made regardless. In any case, 
judging by the added interest given 
to our advertising by the contest 
and the general excitement gen- 
erated for our product, we con- 
sider the monies well spent. 


> Today, the title of Miss No-Cal 
is coveted by many girls interested 
in careers of modeling or theatrical 
and movie work. To be known as 
one of America’s most figure-per- 
fect and beautiful young women is 
of great import to a girl. Her pic- 
ture and name appear in newspaper 
and magazine publicity and Miss 


No-Cal makes the rounds of per- 
sonal appearances on radio and 
television programs and at many 
public functions. Miss No-Cal can 
also look forward to being seen in 
No-Cal newspaper, magazine, radio, 
television and outdoor advertising. 

Some of the past Miss No-Cals 
have done very well for themselves. 
The first lucky girl to be crowned 
was Midge Ware, who appeared 
later on Broadway and television. 
At present, she is doing movie work 
in Hollywood. 


e Her successor, Dorothy Rowand, 
after being awarded the title, went 
on to success as one of New York’s 
top advertising models. 


® Bonnie Jo Marquis, the 1959 No- 
Cal queen, represented New York 
state in the 1960 Miss America pag- 
eant. She was a hair’s breadth away 
from winning that much publicized 
title. 


® The Miss No-Cal of last year, a 
Grecian beauty named Mary 
Rodites, was later named Miss New 
York State and was runner-up to 
Miss Universe in that pageant. She, 
too, is tasting the fruits of victory 
with two screen test offers. 


® Pretty, pert, photogenic Gwen 
Mead, 19, of West Babylon, Long Is- 
land, was recently crowned Miss 
No-Cal of 1961. She stands 5’ 4”, 
weighs 110, and measures a trim 
34-23-34. Gwen is, at the moment, 
finishing college at State Univer- 
sity, Farmingdale, Long Island, but 
hopes to start a modeling career in 
New York City next year or per- 
haps secure work as a commercial 
artist in an advertising agency. 
Meantime, along with her educa- 
tion, she intends to enjoy fully all 
the rewards accruing to a reigning 
beauty queen — Miss No-Cal, 1961. 


> Increasing demand is anticipated 
for our non-fattening soft drink, 
especially since the dissemination of 
the new weight tables by the life 
insurance companies. The new 
weight information emphasizes 
more than ever the importance of 
being in shape and even stresses 
that slight underweight makes for 
greater longevity. Consequently, it 
is expected that interest in weight 
reduction and weight maintenance 
will be heightened in the years 
ahead. As No-Cal sales grow, so 
will the advertising expenditures 
allotted to our product. And the 
lion’s share of the publicity and 
promotion budget will continue to 
go for the annual hunt for Miss No- 
Cal! 44 
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QUAKER CITY 
FEDERAL 


SAVINGS & LOAN ASSOCIATION 


35 South 16th St. Phila. 2 LO 8-0700 


By Allen Sommers 


On August 25, 1960, Quaker City 
Federal Savings and Loan Asso. 
marked its 25th anniversary. To 
bring the anniversary to the atten- 
tion of the public, the bank was 
interested in a striking promotion, 
for which it had been noted in the 
past. 

This not only had to be different 
from the usual historic window dis- 
plays ..... but the budget pro- 
vided by John H. Dempster, bank 
president, to his agency, Milton 
Jacobson Advertising, of Philadel- 
phia, was lower than previous ones 
because the savings and loan has 
allocated a considerable sum during 
the spring to provide gifts for new 
accounts. 

The bank president realized he 
needed a gimmick that would get 
the maximum in publicity for as 
small a budget as possible. 


> When chess player Lisa Lane, a 
Philadelphian, won the National 
Women’s Chess Championship, Mr. 
Dempster realized the potential of a 
“live” window display featuring this 
exceptional and attractive young 
lady. The agency and Mr. Dempster 
suggested to her that she play five 
contenders simultaneously in the 
window, past which walk some of 
the largest crowds in center-city 
Philadelphia. The bank is located 
on 16th St. south of Market St. 
When she accepted, the bank used 
window signs and publicity to invite 
challengers. Photos of the 22-year- 
old champion were used in the 
window displays. Several commun- 
ity newspapers used stories inviting 


Tie-in Ad . . Additional mileage was 
obtained from the promotion. When the 
story of the promotion hit the newsstands 
in “‘Look,’’ Quaker City ran this ad. 


challengers. There was no dearth of 
men who wanted to challenge the 
attractive Miss Lane in public view. 
The challengers were selected on 
a first-come basis. The day time 
was selected and agreed upon by all 
concerned. Another sign in the 
Quaker City window announced the 
date. The time selected was 12:30 
pm in order to attract the large 
lunchtime pedestrian traffic. 


> Several days before the event, 
radio and tv stations, newspapers 
and magazines were alerted. Dur- 
ing the day of the contest, an ad- 
jacent window display featured a 
colorful collection of hand-carved 
chess sets from around the world, 
supplied by the United Nations 
Bazaar, a nearby gift shop. 

At the same time, the Federal 
invited the Burroughs Corp. to hold 
a company tournament in the win- 
dow, following the Lisa Lane 
matches. Even though Miss Lane 
trounced her five opponents in the 
record time of 20 minutes while 
camera shutters clicked all around, 
crowds remained at the scene for 
several hours afterwards to follow 
the Burroughs matches. 


> Total cost to Quaker City Federal 
was under $100 for gifts to the 
challengers and to Miss Lane, plus 
a follow-up 360-line ad in the Nov. 
9 editions of The Philadelphia In- 
quirer. 

Newspaper, wire service and 
magazine coverage, however, told 
the story of the matches nationally. 
Look used a picture story. TV 
coverage gave the event national 
coverage, as did financial and ad- 
vertising publications. 

Mr. Dempster said the event was 
the most effective public relations 
effort yet made by his bank. 

“It is interesting to note that aside 
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from the immeasurable publicity 
value of the chess matches, it re- 
sulted in direct and sizeable new 
savings business for Quaker City 
Federal,’ he added. The Inquirer 
ad, he claimed, brought in $50,000 
in new deposits. 

Bulletin, the public relations 
magazine for financial institutions, 
called the promotion “one of the 
most unusual and successful finan- 
cial publicity promotions of the 
year.” q¢ 


Easy-To-Move Turntables 
Offer Wireless Motion 


Motion in your exhibit without 
the bother of cords and electrical 
outlets is available in the “Magic- 
Circle Turntables” introduced by 
W. W. Holes Mfg. Co. 

The unit will carry more than a 
five pound load in a revolving mo- 
tion for lengthy periods with power 
provided by just two flashlight bat- 
teries. Installation is simply a mat- 
ter of placing the turntables where 
desired in the exhibit, loading them 
with the material you wish re- 
volved, and turning on the switch. 
Sold in pairs, the Magic-Circle 
Turntables are priced at two for 
$19.95. 

Additional details are available 
from W. W. Holes Mfg. Co., St. 
Cloud, Minn. 44 


Clapp & Poliak Announce 
Package Exhibit Service 


A package price for exhibit space 
plus service has been introduced in 
a new plan by Clapp & Poliak Inc. 

Beginning in 1962, exhibitors at 
the Design Engineering Show will 
have a variety of services furnished 
with the payment of the booth fee. 
Such services will include: 

@ Hauling exhibit material from the 
exposition hall loading platform to 
the booth and its return to the plat- 
form after the show; 

® Uncrating and unpacking ma- 
chines, equipment, display units 
and exhibit backgrounds; then re- 
crating and re-packing after the 
show; 

® Erecting and dismantling booth 
backgrounds and display units; 

® Spotting and positioning equip- 
ment, machines, backgrounds and 
display units; 

@ Electrical connections and nor- 
mal wiring to machines, control 
panels, etc., plus necessary electri- 
cal current during the show; 
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Corporate Exhibit Design 


- « « Series of three 10x10x10’ modules have been intro- 


duced as new design concept for presenting corporate image as a whole at exhibits 
Produced by Aerojet’s corporate exhibit group in conjunction with Industrial Displays, 
Glendale, Cal., the ‘‘Core’’ exhibit is based on the modular principle but represents 
designers’ desire to break away from tired, traditional forms. Free-standing divisional 
display units (see left foreground) are designed to go with basic units. 


® Standard furniture, floor cover- 
ing and standard booth back- 
grounds; 
© Telephone installation and local 
service. 

The advantages of the new plan 
were pointed out by president Saul 
Poliak. “All order forms and bill- 
ing are eliminated. There is no 
need to argue about who is sup- 
posed to do the work and there 
will be no dispute over the charges, 
because there will be no bills. There 
is no need for budget guesswork, as 
the charges are fixed when the 
booth space is rented.” 

A few special services are not in- 
cluded in the service plan includ- 
ing compressed air services, plumb- 
ing, painting and long distance tele- 
phoning. Exhibitors may use their 
own furniture and flooring under 
the new plan with hauling and in- 
stallation furnished without extra 
charge. 

“Except where the exhibitor 
wants something special, he may 
ship his exhibit material to us and 
walk into his booth to find it com- 
pletely set up for the placement of 
his products, without charge. We 
believe this innovation represents a 
major advance in making the ex- 
position medium more valuable,” 
Mr. Poliak said. 

For more complete information, 
contact Clapp & Poliak, 341 Madi- 
son Av., New York. 44 


Geodesic Dome Exhibits 
Produced Commercially 


Prefabricated dome shelters, of 
skin-supported design, have been 
marketed in commercial quantities 
by Geospace Dome Shelters. 

The free-standing, portable dome, 
which eliminates the need of sup- 
porting columns, is 1214’ tall and 
weighs 450 pounds. It contains 352 
square feet of usable floor space and 
sells for $345 f.o.b., Baxley, Ga., 
from Filtered Rosin Products Co., 
St. Louis. 

Marketed under the name _ of 
“Geospace,” the dome shelter is 
formed from triangular panels of 
1%” thick Fomecor board, resin- 
coated for weather resistance, which 
are bent and bolted together at the 
site in a simple geodesic design. Ac- 
cording to the company, two men 
without experience can assemble 
the dome in one day using standard 
hand tools. 

It bolts to a wooden base ring 
which is staked to the ground. Un- 
staked, the dome can be lifted and 
carried by four men. 

The Geospace comes equipped 
with a hinged double door, window 
openings and ceiling vents and is 
available in a choice of pale yellow, 
forest green, or eggshell white. 

Information is available from 
Geospace Dome Shelters, 800 N. 
Lindbergh Blvd., St. Louis 66. 44 








MOGEN DAVID 
WINES 
Concord - Rose - Blackberry 


No. 1 salesman in the store. Here's one sure way to out-merchandise competition at 
the point-of-sale. Put your product in colorful, handsome WESTVACO corrugated 
displays. They make a brand easier to buy than by-pass. Remarkably practical, too! 
Compact, sturdy, simple to set up. Call or write Hinde & Dauch Division for full details. 


\" West Virginia 
Pulp and Paper 


Hinde & Dauch Division 
16 Plants - 42 Sales Offices - Sandusky, Ohio 





A MOTHER wants to know how to guard herself against 
cancer of the cervix. She turns to her physician and 
to the American Cancer Society for the answers to her 
questions. 


A PHYSICIAN must keep up with the fast developing 
facts in cancer control. He turns to his journals and 
the American Cancer Society professional publica- 
tions and films for this information. 


A BUSINESSMAN wants to protect his employees. He 
turns to the American Cancer Society for life-saving 
pamphlets, films, danger signal posters, and speakers. 


A SCIENTIST needs funds to support his research on 
leukemia. He turns to the American Cancer Society 
which invests millions annually in cancer research. 


A CANCER PATIENT needs dressings and weekly 
transportation to a treatment center. She turns to the 
American Cancer Society, and is helped. 








| CANCER'S SEVEN DANGER SIGNALS 

The American Cancer Society is many things to many | 1. Unusual bleeding or discharge. 
people — and is made up of many people — two million | 2. A lump or thickening in the breast 
volunteer physicians, businessmen, union leaders, or elsewhere. 
nurses, scientists, housewives, dedicated to one goal: ' ae that does not heal. ’ 
saving lives from cancer. Through the Society's nation- - Change i Deut or Medter Rabies. 

; : . . Hoarseness or cough. 
wide research, education and service programs, they 


wine . Indigestion or difficulty in swallowing. 
hold out a lifeline to everyone threatened by cancer. aoe in a east oF rt . 


You, too, can turn to the Society. Call your local Unit If your signal lasts longer than 
for more information on what it can do for you—and, two weeks, go to your doctor to learn 
incidentally, what you can do for it. | if it means cancer. 


AMERICAN CANCER SOCIETY 
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How to Sell TIME 


It takes a lot of promotion 


to keep on selling clocks, but 
G.E. offers its dealers plenty. 


By Allen G. Bradford 
Specialist-Promotion 
Clock & Timer Dept. 
General Electric Co. 

New York 


We at the General Electric Clock 
Department sell time, that precious 
commodity that not one of us finds 
enough of. Clocks and timers are 
our bread and butter. Our business 
is a style business. It is a highly 
competitive business. It is a busi- 
ness that requires intensive, dra- 
matic and sound promotional pro- 
grams. 

We manufacture and market a 
complete line of highly styled elec- 
tric clocks—alarm clocks, kitchen 
clocks and decorative wall clocks 
all aimed at finding their way into 
millions of American homes from 
coast to coast. 

Sales activity starts with our own 
General Electric salesmen and ex- 
pands to hundreds of franchised 
clock distributors with their thou- 
sands of salesmen. Finally, hundreds 
of thousands of retail salespeople 
work to get our clocks sold to the 
millions of potential buyers. 

The distributors and retailers are 
in several major sales categories: 
electrical, jewelry, drug, tobacco, 
hardware, and appliance outlets. 
Any promotion that we offer must 
be broad enough and _ flexible 
enough to be used by all of these 
selling forces. This is no small task. 

But it has been done and it has 
paid off. It has paid off for our dis- 
tributors. It has paid off for our re- 
tailers and it has paid off for the 
General Electric Co. 


This article is based on a presentation 
made by Mr. Bradford at an Assn. of 
Natl. Advertisers’ Workshop. 


The first problem, back in 
l 1959, that we encountered 
= was perhaps a common one. 
We were faced with the fact that 
35% of our distributors’ inventories 
consisted of inactive or obsolete 
clocks, despite efforts to move this 
merchandise with special activities 
during 1958. The presence of this 
obsolete stock seriously hampered 
the flow of new, faster moving mod- 
els. These older models also repre- 
sented an unprofitable dollar in- 
ventory investment. What we were 
looking for was a fresh start for 
everyone in the G-E clock busi- 
ness. 

General Electric clocks inaugu- 
rated a colossal “clean sweep” pro- 
gram. This plan, in its simplest 
terms, was an opportunity for our 
distributors and retailers to return 


Dealer Promotion 


discontinued clocks to G-E in ex- 
change for new models. 

We accepted, as returns, all G-E 
models not currently active; the 
distributor, in return, was able to 
obtain a free clock in the same price 
category to replace the exchanged 
model provided he purchased an 
additional clock at the same price. 

For example: A distributor re- 
turned $1,000 worth of discontinued 
models, he placed an order with us 
for $2,000 worth of current models, 
and yet he paid for only $1,000 of 
clocks. The same example holds 
true for the retailer, when he was 
working the program with his dis- 
tributor. 

The major provisions of this plan, 
other than the ones I have just 
mentioned, were a time period of 
two months for all clocks to be re- 


. . . Magazine style copy explained details of promotion that aimed 


to get outdated stock off dealers’ shelves, replace it with new merchandise. 


Colossal “Clean Sweep” i Means More Sales, More Profits 


Generat Electric-Telechron Clock Distributors Offer Once-in-A-Lifetime Exchange Plan 


GOOD STOCKS, 


RETAIL SALES WILL 


ae wien 
OPPORTUNITY TO TURN DISCONTINGED 


GLOCKS OVER TO OISTRIBUTORS a 
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REPEAT 


No one-shot exposure for Ohio ad- 
vertising thermometers! Here is 
a long life medium—with potent 
day-after-day repeat power—and 
right at the point of sale! A com- 
plete line of standard and custom 
models: tube and dial...4” to 
39”... wall, desk and window 
types...for inside and outside. 
You’ll see an Ohio Thermometer 
somewhere today. Let it remind 
you to send for your catalog. 


OHIO advertising 
THERMOMETERS 


The Ohio Thermometer Company 


21 Walnut Street 


Springfield, Ohio 
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Try It Yourself . . . This record book 
was given to salesmen so they could 
qualify for a personal demonstrator. 


turned, and that all returned clocks 
be unused, undamaged and in their 
original cartons. The trade reaction 
to this unprecedented “clean sweep” 
program ran the gamut from wild 
enthusiasm to utter disbelief. 

And the results were beyond our 
belief. 95° of all discontinued 
clocks were returned from distribu- 
tor’s inventories. Now, with a cur- 
rent and fast-moving line in their 
hands, our distributors and retail- 
ers were in a position to fully 
capitalize on the promotions and 
advertising programs featuring the 
new General Electric clocks. Co- 
operative advertising allowances 
could be more effectively utilized, 
tie-in newspaper advertising dove- 
tailed with our own national ad- 
vertising and an over-all re-engi- 
neering of the entire selling force 
was very evident. 

The returned merchandise was 
resold, but outside of our regular 
distribution sytem and in a way 
which did not adversely affect it. 

This “clean sweep” program was 
an industry “first.” It was an ag- 
gressive and ambitious program. 
Certainly not for the faint-hearted. 
We are still benefiting from this 
long range plan. 


Number two on the hit pa- 
? rade concerns the extra val- 
e ues built into our clocks. 
Many of the features found in Gen- 
eral Electric clocks are not immedi- 
ately evident to the retailer and the 
consumer. Features like the repeat 
alarm which is found in our snooz- 
alarm clocks. This is a new and 
modern way to awaken. 
In the morning the alarm sounds 
at the pre-set time. If you would 


Trade-in . . This two-color leaflet 
told dealers how to make money with 
a trade-in promotion. 


like to go back to sleep for an extra 
40 winks, you just tap the snooze 
bar on the top, the alarm will shut 
off and you will be reawakened in 
about 10 minutes. This repeat alarm 
is a demonstrable and effective sell- 
ing plus. 

Another outstanding sales feature 
is the new lighted dial for alarm 
clocks. These models are easy to 
read—day or night. When the clock 
is plugged in, the tiny neon bulb 
lights up behind the dial. The light 
cannot be seen during the day, but 
when the sun goes down, the dial 
lights up, making the time easy to 
read from anywhere in the room. 

Display space to explain these 
features is at a premium and retail 
sales training by conventional means 
is costly and time-consuming. The 
problem then is to devise a way to 
get these very saleable features 
across to retail sales people and, in 
doing so, across to the buying pub- 
lic. 

One of the best ways we have 
found is with a retail ownership 
plan. Based on the retail selling 
price of the feature clock, the Gen- 
eral Electric Company has pre- 
sented distributors a way to offer 
retail salespeople a free feature 
clock for their personal use if they 
will sell a specified number of these 
same clocks. The 1960 ownership 
plan required the retail salesperson 
to sell and record the sale of only 
four low-cost alarm clocks, two 
with the repeat alarm feature and 
two with lighted dials. When the 
properly-filled-out card was ap- 
proved by the distributor and sent 
to us, we sent a free snooz-alarm 
clock with a lighted dial directly to 
the salesperson’s home. This was 





ive your customers lost-key insurance with 
REGISTERED KEY TAGS 


Unique, one-of-a-kind gifts, because each embossed Fliteline 

key tag is registered in your customer’s name. Tags are serially 
numbered on reverse side where message guaranteeing return postage 
appears. Front of coin identifies you. Each numbered tag is com- 
plete with registration card in glassine envelope. If keys are 

lost, finder sends them to you . . . and you return them 

to your customer. Real service. 


FREE Fact Sheet RT is yours for the ask- 
ing. Without obligation, learn what lasting 
good will Fliteline Registered Key Tags can 


Big-Scale Promotion . . . With each 
clock worth a point or two, this 
campaign made an impressive record. 


followed with a congratulatory let- 
ter which had just a little “soft-sell” 
in its content. 

Whenever we have provided this 
sales incentive to retail sales peo- 
ple, we have experienced immedi- 
ate volume sales giving our dis- 
tributors the opportunity to obtain 
fast re-orders. Of more lasting ef- 
fect is the fact that through actual- 
ly using these feature clocks in 
their own homes, sales people be- 
come more familiar with the feature 
and are more likely and able to ex- 
plain and sell these benefits to their 
customers with genuine enthusiasm. 
This, of course, is one of the basic 
fundamentals of successful selling 
knowledge of the product. 


Our third promotion again 
3 had to do with snooz-alarm, 
s the modern repeat alarm 
clock. We wanted to create a special 
consumer demand for these models 
which give an extra 10 minute nap, 
then wake you up again.-Our snooz- 
alarm family consisted of six mod- 
els at the time of this promotion. 
Management felt that, if properly 
promoted, these six could become 
the sales leaders of our alarm clock 
line. Our national print and televi- 
sion advertising were doing their 
mass selling job, but we needed to 
add the all-out trade support that 
our distributors and retailers could 
put behind these potential sales- 
getters. 

A “trade-in-like-’60” program 
was offered to consumers. Four of 
the snooz-alarm clocks were of- 
fered at temporarily reduced prices, 
provided any old spring-wound or 
electric clock was traded in, re- 
gardless of its condition. We offered 


build for you. Write to us now. 


GREEN DUCK Company 
1520 W. Montana Street * Chicago 14, Ill. 








a? OFFERS 


_ INCREDIBLE 
\Q VERSATILITY 


Pre-fabricated 
displays with 
custom styling at 
mass-produced 
prices. Easy 
assembly, rigid 
construction, 
unusually long 
lasting. 


SEND FOR OUR 
NEW ILLUSTRATED 
““WIZARD" H-FRAME 
CATALOGS & SPEC. 


DISPLAY, INC. 


_@ DEPT. A&SP 3011 Third Ave. So. 


Minneapolis, Minnesota 


you CAN ie 
A TAO OR- MADE 


COMIC BOOK 
PROGRAM 


SALES 
TRAINING. / 


EMPLOYEE 
RELATIONS / 


RIGHT! FOR THE COMPLETE 
PRODUCTION OF RESEARCH, COPY, 
ART AND PRINTING ANYWHERE. 
THROUGHOUT THE COUNTRY CALL... 


YUL LS he 


104 EAST 40fh STREET 
NEW YORK 16, NEW YORK 
OXFORD 7-5348 





CUSTOM MADE MAGNETIC RUBBER 
MINIATURE 


BUSINE 


$S CARD 


REPRODUCTIONS 


Maspeth 78, New York 


MINIMUM 250 CARDS — 25 
LARGER QUANTITY PRICES on REQUEST 


These magnets will hold paper notes 
or memos to any metal surface in the 
office, home or car. 

We also manufacture to your custom 
specifications, all sizes, shapes, colors 

rubber. 
Your inquiries invited . . . Send your 
design copy for custom quotations. 


Maspeth 78, 
New York 


and thicknesses of magnetic 


REGAL & WADE MFG. CO. 
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these four models to distributors at 
lower prices during the nine-week 
promotion. The distributors in turn 
extended this offer to their retail- 
ers. The four models returned to 
their normal selling prices at the 
conclusion of the program. 

A great deal of emphasis was 
placed on obtaining as much local 
newspaper advertising as possible 
on these trade-in clocks. Our tele- 
vision program, The G-E College 
Bowl, featured snooz-alarm clocks 
and the trade-in offer for six con- 
secutive weeks to further ensure 
the complete success of the “get- 
acquainted” plan. 

The overwhelming retail partici- 
pation was best reflected by the 
flood of tie-in newspaper advertis- 
ing on this trade-in. When all the 
ads were received from our check- 
ing bureau we learned that this ad- 
vertising gave us a volume of-double 
that of the comparable period in the 
preceding year. Our sales of the 
snooz-alarm clocks was 20% great- 
er than our most optimistic fore- 
cast. Participating retailers created 
considerable goodwill by donating 
the old, returned clocks to chari- 
table organizations since we did not 
require that these clocks be re- 


turned to the company. 
fall sales campaign we 


A searched for a plan to gen- 
erate distributor salesman enthusi- 
asm toward General Electric clocks 
and give a special reason for them 
to redouble their sales effort on our 
products. We reasoned that some 
form of a salesman’s incentive plan 
would do the job. With the proper 
motivation these salesmen would 
single out G-E clocks from the 
hundreds of items they were selling 
for special sales emphasis. To get 
this merchandise moved from the 
distributor to the retailer, an in- 
centive plan was adopted. 

This was not the ordinary cata- 
log-type incentive plan that has 
been used successfully by many 
companies, but rather unusual, even 
to its title “trip or treat.” 

Here was a contest that allowed 
every salesman to win. Point values 
were established for clocks sold by 
distributor salesmen. Each new 
model sold was worth 2 points and 
all others, 1 point each. At the end 
of the contest period, the accumu- 
lated points could be converted to 
the valuable prizes. The “trip” part 
of the title meant that the accumu- 
lated points could be converted to 
air travel mileage toward dreamed- 
of vacation trips. The “treat” re- 
ferred to the four gift packages of 


During the planning of our 
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quality foods. The world famous 
Crosse and Blackwell food pack- 
ages contained soups, meat, jellies, 
shellfish and other delicacies. Table 
fare or plane fare, the distributor 
salesman had his choice. 

This program not only met with 
wide acceptance on the part of our 
distributor salesmen, but also re- 
sulted in some very impressive sales 
figures. Distributor sales to retail- 
ers exceeded the previous years 
billing for this period by 35%. A 
Los Angeles salesman won enough 
air miles to take his wife and fam- 
ily to our new state, Hawaii, for a 
once in a lifetime vacation. He had 
enough air miles left over to take 
an additional side trip to Las Vegas. 
A Washington, D.C., man piled up 
enough points to fly to Tel Aviv and 
back. In Boston there is a man who 
probably is still trying to eat his 
way through the two tons of food 
he won with his “treat” points. Ac- 
tually he made a number of his re- 
tail customers very happy by pass- 
ing out some of his food packages 
to them. He really made the pro- 
gram pay off. 

This sales rewarding program 
was repeated during June, July and 
August of this year with the same 
spectacular results. Instead of the 
canned food assortments, frozen 
meats were added to the air travel. 
Sirloin steak, roasts of beef and 
barbecued ham were coupled with 
the air mileage to give us our 1960 
program. We called this new plan 
the “Trip or Treat Repeat With 
Meat.” 


>» There they are, some clock promo- 
tions that paid off handsomely. I 
wish we could say that every pro- 
gram turned out as_ successfully. 
This is not the case. However, our 
batting average is tops in the clock 
league. The sales planning unit has 
consistently created, implemented 
and followed through on many 
sound, imaginative and _ sales-re- 
warding programs, some entirely 
new, others tailored to fit our par- 


ticular marketing requirements. 
This sales planning group consists 
of about eight “Chiefs and Indians” 
from the marketing section. 

These promotions are not based 
on hit-or-miss planning, but are 
part and parcel of our long range 
objective of moving clocks. For over 
ten years I have had this objective 
put in front of me—move the clocks 
all the way! Not just to the distrib- 
utor—not just to the retailer—but 
all the way through to the millions 
of American homes. Plan that way, 
promote that way and sell that way. 

We have engineered all manner 
of promotions during the past few 
years. Promotions such as: baker’s 
dozen offers, vacation contests, con- 
sumer contests, basic stock plans, 
salesmen’s incentives of all kinds, 
sales caravans, dating plans, sales 
campaigns on premium clocks, clock 
radio and television timers, price 
increases and price decreases. All 
of this sales activity was backed by 
one or many items such as: cata- 
logs, broadsides, price lists, displays, 
photographs, letters, exhibits, mov- 
ies, slides, commercials and speech- 
es. With all of these diversified 
projects going on, we in the sales 
promotion unit often feel that we 
are not working in cadence with a 
deliberate, measured, accurate, and 
dependable General Electric clock, 
but rather by this wildly spinning 
deadline timing device. 

I am sure I could get a rousing 
amen to my next statement if I 
asked for it. To turn out 10 or 12 
hard-hitting sales campaigns each 
year is frustrating, nerve-wrack- 
ing and demanding assignment— 
and we love every minute of it! 44 


IN THE MARKETPLACE 


e Adpix King-size cocktail 
picks available with color imprint 
in red, brown, green or blue. Copy 
space permits 33 letters and spaces. 
Packed 1,000 to the box; prices, 
$12.50 for 10 boxes to $100 for 100 
boxes . . . Adpix Co., Millis, Mass. 


@ Quik-Shine Ad Cloths .. . Ad- 
vertising shoe “cloths” with ad 
imprint in one or two colors. Packed 
in polyethylene bag. Priced, 6 for 
39¢. Samples are available .. . 
Royce-Edwards Co., P.O. Box 7552, 
Memphis, Tenn. 


e Pressure-Sensitive Calendar .. . 
Metallic foil calendars with adhesive 
backing, approximately, 6x3”; 
plenty of space for identification 





See the Premiums 


that PROMOJE 


Fall Advertising Specialties Show (Chicago) August 24 through August 28 


toe 
LARGEST 
SELECTION 


Ballipoints 


THE WIDEST 
PRICE RANGE 
39c TO $250 


Cartridge 
Pens 


THE 
1 PN 
STYLING 


Fountain Pen 
— Pencil Sets 


\ Jotter Sets 


Desk Sets 


Pencils 


Cartridge Pen 
—Pencil Sets 


Deluxe Gift 
Sets 


THE 
FINEST QUALITY 
and 


VALUE 


Pen-Pencil Sets 


al 
BEST-KNOWN 
NAME 


Fountain Pens 


—, 
y 


Novelt 
Desk Sets 


aaa er @ 

pl ; The Parker Pen Company 

CHOICE Pe 
EVERSHARP 


MAKER OF THE WORLD’S MOST WANTED PENS 


industrial and Premium Sales Division 
Culver City, California 
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Seeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
. 


THE BEST KIND! 
And to add Child Appeal 
USE BALLOONS 


Use TUF-TEX Balloons for Holi- 
day Give-Aways, Premiums, or 
ANYTIME You Want a Sales 
Message READ. 


They are Terrific Traffic 
Builders-Sales Promoters 


For Prices 
and Samples 
Write or 


= ATS 


The Maple City Feubber Co 


56 NEWTON STREET, NORWALK,OHIO 


C 
SS 


Your Most Valued Possession, 


URGE UEL Ue 


let A-B EMBLEM CORP. 
Create a Swiss Embroidered 
Emblem FOR YOU! 


| SWISS Embroidered Emblems with your 
¢ BrandName « Firm Name 
¢ Motto ¢ Slogan 


& | 
¢ Trade Mark © 
* Selling Sentence © | 


; HAVE HUNDREDS OF SALES PROMOTION USES! © 


) FREE DESIGN SKETCHES IN FULL COLOR. Send 
= clippings, photostats or photos etc. Also specify 

quantity of emblems yeu will need, FREE 68- 
| PAGE CATALOG ON REQUEST. 


\A-B EMBLEM (4, 


Fourth Generation in The Finest Swiss Embroidered Embiems 
519 30th St., Union City, N.J. 
Use handy coupon 

519 30th St, 
A-B EMBLEM CORP. °"2 20" 
Please send me your catalog. AS-8 
Firm Name 
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and ad imprint. Samples are avail- 
able ... The Foxon Co., 235 W. Park 
St., Providence 1. 


e Phone Memo Holder . . . Person- 
alized memo holder which fits on 
back of phone to hold messages in 
air above phone with a display disc 
for ad photo or imprint. Of wire, 
3/16” diameter welded to a 34” 
round flexible spring plated to pre- 
vent rust. No tool installation nec- 
essary; clips on . . . AFI Patent 
Products Inc., 225 W. Maple St., 
Milwaukee. 


e Hanky Top... A gag handker- 
chief for men with a_ pre-folded 
hanky top fastened onto a stiff 
paper pocket insert that can be 
imprinted. Available in square or 
triangular styles. Paper bottom 
pocket insert can be folded to fit 
any size pocket. Priced, 16¢ for 
100; 6¢ for 5,000. Marvic Advertis- 
ing Corp., 861 Manhattan Av., 
Brooklyn 22. 


e Fleur-de-Lis Pen ... An avo- 
cado green ballpoint with a brass 
writing tip and plastic flower top. 
Flower tops include tulips, daisies, 
orchids, posies, roses, gardenias, 
violets, sunflowers, etc. Pen barrel 
measures 4%” in length. Priced, 
39¢ each . . . Tridel Co., 20 W. 21 
St., New York. 


© Koffee Koster . . . Invisible ads 
on coffee cup coasters of blue blot- 
ter stock. Each coaster measures 
34”; has illustration showing cup of 
coffee in center; copy line at bottom 
saying: “When through using, wet 
Koster.” When coaster is wet, ad 
message appears, in center of cup 
outline. Price, 2%¢ each in mini- 
mum order of 1,000. Samples are 
available . . . M. E. Moss and Co., 
119 Ann St., Hartford 3, Conn. 44 


Centennial Promotions 
Featured in Catalog 


A catalog of premium and spe- 
cialties for use in centennial pro- 
motion plans has been released by 
Bull Durham Advertising Service, 
Durham, N.C. 

Featuring Yankee items as well as 
Dixie favorites, the catalog includes 
items for in-store and outdoor dec- 
orations as well as_ personalized 
costumes. 

Among the items listed are flags, 
pennants, banners, wooden com- 
memoration coins, caps, vests, canes, 
ties and mustaches. Prices and com- 
plete descriptions of each item are 
included in the catalog. 

. for mere details circle 813, page 109. 


QUIK - SHINE 
ADVERTISING SHOE CLOTHS 


You have used Quik-Shine in hotels 
and motels. Now put YOUR AD in one 
or two colors on this useful MAIL EN- 
CLOSURE or GIVE-A-WAY promotional 
piece. Available bulk or packaged. 
Priced as low as 1¢ each in quantity! 

TIE-IN IDEAS: When you trevel... Brighten 

your future . . . Polish off your problems with 

... You'll take a Shine to. . . (or use straight 

copy for many, many purposes). 

See your Advertising Specialty Jobber—or write 
ROYCE-EDWARDS COMPANY 
P.O. BOX 7552 MEMPHIS 12, TENN. FA 7.1442 





TELL AND SELL EVERY DAY 
AT THE BUYING POINT 
WITH ‘“‘ON THE JOB’”’ 
ADVERTISING REMINDERS 


Your od messoge is seen daily 
becouse your customer refers 
to it doily—on READY REFER- 
ENCE advertising doted books 
let us show you the features 
ond better quolity thot ossure 
you extra doily use af no 
extra cost. Select from over 
20 READY REFERENCE poge 
styles ond sizes in America’s 
largest selling Date Book Line =505— 5”x8" 

Desk Colendor Pad 

DAY, WEEK or MONTH AT-A-TIME BOOKS and PADS 


Complete budget ronge for Pocket, Desk or Wall use 


LEES ADVERTISING LINES. INC. 


Creatwe Specialty Advertising Gilt and Incentive Programs 


25 East 26th Street New York 10, N.Y 


IN BLACK & WHITE? 
ALSO MONTAGES. 
= 
write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 





rae 
PLANTS * SEEDS « BULBS 


Ol ter i 


HQ: 305 7th Ave, NY. 1 * OR 5-6500 


BR 30 W Wash, Ch ee ts ee 1 ae 





” 
Ready for the Auction . 


Fiow to make 


with FL. 


An incentive contest, topped off 
with an auction, provided the 
sole impetus for Birely route- 
men on the West Coast to open 


new outlets. 


By Phil Seitz 


A 30-truck bottling operation is a 
prized franchise for any parent bot- 
tling company. So any contest that 
can create the volume equivalent to 
such an operation is a valuable tool 
indeed. 

Such was the result of a Bireley’s 
Fun Fair Auction held by Pepsi- 
Cola Bottling Co., Los Angeles, San 
Bernardino and Riverside counties. 
Participating in the contest were 
250 route salesmen in the three bot- 
tling plants’ eight sales divisions. 

The results? During the six week 
event, 4,728 new accounts were 
opened and 16,966 placements of one 
or more flavors of Bireley’s (soft 
drinks) were made. 


. . The prizes are all laid out in front 
of the room, while Chorles Mack, v.p. of Birely’s, outlines the 


> The contest was based on similar 
promotion of the parent company of 
Bireley’s, Krim-Ko Corp., in the 
dairy industry. It was adapted by 
the Los Angeles division manager, 
L. Dale Towery, who, after obtain- 
ing approval of J. T. Powell, presi- 
dent, and J. D. McWhinnie, vice 
president of Pepsi-Cola, worked out 
details with Robert Rautenberg, the 
bottler’s marketing manager. 

The contest had two basic ob- 
jectives: 


® to introduce three new sizes of 
Bireley’s bottles, and one new prod- 
uct; 


® to close distribution gaps between 
the bottler’s Pepsi-Cola and Bire- 
ley’s. 

In the contest, the salesmen were 
strictly on their own. There was no 
special advertising or point-of-sale 
material used or created for the 
contest. 


> The contest kickoff was a dinner 
to which the bottler invited some 
500 salesmen, supervisors and other 
executives, and their wives. In ad- 
dition to getting full information 


rules to the routemen and their wives, who are just finishing 
dinner. For economy, the event was held on company premises. 


about the contest, the salesmen and 
their wives were shown a repre- 
sentative cross section of the many 
prizes to be won, an average of two 
per man. Showing of the prizes to 
wives was intended to encourage 
them to push their husbands to win 
a desired item. Subsequently, week- 
ly mailings of individual progress 
were mailed to the salesman and 
his wife at their home. 

Prizes ranged from portable tele- 


Not for Real Birely’s Mazuma, 
shown here front and back, was printed 
in green ink on a yellow-green paper 
It was good only to the end of the auc- 
tion, which made for lively bidding 
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vision sets to movie cameras; pro- 
jectors to pen and pencil sets. The 
salesmen were informed that four 
different auctions, men from two di- 
visions attending each, would be 
held at the conclusion of the con- 
test, with the auction being con- 
ducted by a professional. Prizes 
would be bid for with Bireley’s Ma- 
zuma Dollars, won by performance 
during the contests. Salesmen at- 
tending the dinner with their wives 
were given 500 of these dollars as a 
starter. During the contest, dollars 
were to be awarded according to 
the following schedule: 

New account, 1,000 Birely Ma- 
zuma dollars; new placement of any 
Bireley flavor, $500; each case over 
quota, $100; top five salesmen in 
each division each week, $3,000; top 
salesmen in each division, $10,000; 
the completion of a prescribed dis- 
tance on a running chart of prog- 
ress kept on each man, $500. 

To insure that each man would 
call on every outlet in his territory, 
a special hidden bonus of 5,000 Bire- 
ley’s Mazuma Dollars was offered. 
Prior to the beginning of the con- 
test, supervisory employes had 
called on 500 dealers, one on each 
route, asking each dealer to keep 
an envelope containing 5,000 con- 
test dollars. The dealer was told it 
was for his Bireley’s salesman, but 
should not be given to him unless 
he made a specific sales presenta- 
tion for Bireley’s. 

Supervisors and managers were 
told they would be awarded contest 
dollars equal to the average amount 
achieved by the men under them. 
A special dinner and auction was 
set up for this group to avoid hav- 
ing them compete with their men in 
bidding for prizes. 


> At the conclusion of the kickoff 
dinner each man was given a book- 
let containing all the rules and pro- 
cedures for the contest, including a 
list of the prizes, a 12-page bro- 
chure containing a history of Bire- 
ley’s, and a number of questions 
most frequently asked with the cor- 
rect answers. 

As there was no special advertis- 
ing or promotion back of the con- 
test, it was stressed that individual 
initiative and salesmanship would 
be the key to acquiring Bireley’s 
Mazuma Dollars. However, the 
salesmen were given new products 
to introduce. These were an 8 oz. 
bottle of orange, grape and straw- 
berry, previously botled in 10 oz. 
size, and a new flavor, chocolate, in 
an 8 oz. bottle. In the area outside 
of Los Angeles county, where Pep- 
si has the Hires franchise (root 
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beer), salesmen were given Bire- 
ley’s root beer to introduce. 

All during the contest, salesrooms 
were decorated with signs and ban- 
ners to remind men of the contest. 
A large bulletin board recorded 
daily progress of all salesmen. 


> At the auction after the comple- 
tion of the contest, the men were 
reminded that after that night Bire- 
ley Mazuma Dollars would have no 
value, so they had to be spent that 
night. As might be expected, bid- 
ding for the big prizes was strong 
with these prizes going to men with 
the most contest dollars. Bidding 
for other prizes was more moderate, 
but as the remaining number of 
prizes dwindled, it again became 
more intense as the men with dol- 
lars left attempted to win a prize. 
Each man got at least one prize. 

At the conclusion of the contest, 
during which it was possible for all 
men to win at least one prize, rath- 
er than the usual rule where a few 
men won the big prizes, it was felt 
that this feature did much to main- 
tain high interest in the event right 
up to the final day. 


> In view of results obtained, costs 
were considered very reasonable by 
the company. Pepsi-Cola assumed 
the expense of the kickoff dinner, 
$1,908. 

Contest expenses assumed by 
Bireley’s were prizes, $5050.48; 
stage money, $284.59; professional 
auctioneer, $100; public address 
rental, $87.56; printing brochures, 
$72.80; printed bulletin forms, $91; 
envelopes for mailing, $36.14; mim- 
eographing, $63.25; mailing and 
stamps, $66; secretarial service, $58; 
miscellaneous entertainment, $200; 
watch given to top man, $300. Total 
was $6,409.76. 

The contest ran the six-week pe- 
riod from Aug. 5 through Sept. 16. 
Results terms of Bireley sales were 
announced by Mr. Powell as sales 
up 29% in August; sales up 47% 
in September; October sales, (after 
the contest was finished), up 24%. 

“We've had a lot of contests but 
this was the greatest ever,” Mr. 
Powell said. 44 


New Personalizer 
Stamps Photos 


A rubber stamp that actually 
prints photos has been introduced 
by Pic-Stamp, CRC, Los Angeles. 

The stamp is made from a picture 
1%4x1%” and can be used to pro- 
duce a permanent photograph on 


Personalized by Photo . New rub- 
ber stamp from Pic-Stamp CRC, Los 
Angeles, prints picture on almost any 
surface material. Picture stamps can 
be made from any photo measuring 
1Vaxl Ye” in size. 


paper, cloth, wood, metal, etc. Im- 
prints can be made in any color 
available on a stamp pad including 
indelible ink which can be stamped 
on cloth to make a permanent pic- 
ture that won’t come out in the 
wash. 

Personalizing applications include 
stationery, clothes, books, luggage, 
business cards, etc. Prices and 
additional information are avail- 
able from Pic-Stamp, CRS, 311 
North Flores St., Los Angeles 48. 44 


Fishermen’s Wish Book 
Shows Special Premiums 


An illustrated catalog showing a 
complete line of fishing accessories 
has been released by the South Bend 
Tackle Co., Chicago. 

Ranging from lowcost items to 
deluxe kits, the products in the 
catalog are suggested as incentives, 
prestige gifts, giveaways,  self- 
liquidators, etc. 

Included in the merchandise 
shown are fishing maps, lures, wet 
weather clothing, casting and fly 
reels, tackle boxes, etc. 

- for more details circle 814, page 109. 


Robbins Offers Folders 
On Award Jewelry 


Fine jewelry for a variety of pro- 
motion purposes is illustrated in 
color folders from the Robbins Co., 
Attleboro, Mass. 

The folders cover situations such 
as awards for sales, service and ad- 
vertising and_ sales _ promotion. 
Jewelry items shown range from 
replica tie-bars and cufflinks to 
custom lighters and pencils. 

Copies of the folders are avail- 
able. 

- for more details circle 815, page 109. 





SCREEN PROCESS PRINTED COLOR 


Only screen process printing gives you the distinguish- 
able depth of color that means depth of impact at the 
point-of-purchase! 

You can actually see this intensity of color film on 
every screen process job you order. And, it’s there to 
stay—bright and brilliant, with maximum opacity— 
for the sales life of your material. 

Put this economical, eye-catching power of screen 
process printing to work for your products and services: 
displays, posters, banners, decals, advertising special- 
ties, textiles, bumper strips, direct mail pieces, transit 


SCREEN PROCESS PRINTING ASSN., INTERNATIONAL 
549 WEST RANDOLPH STREET 
CHICAGO 6, ILLINOIS 


om ae, 
SCREEN roti Panes ‘ASSOCIATION 


Look for this emblem of quality 
on your screen process printing 
estimates, correspondence 

and invoices. 


o— 
‘ana 
Printed in U.S.A. 


BEE 
2-7 GIVES YOU THE 


EXCLUSIVE DIFFERENCE! 


cards, sales presentations, 24-sheets . . 
impact means added sales appeal! 

Get the latest facts on why you should do business 
on a regular basis with your local Screen Process 
Printing Association members. Send coupon today 
and prove you can “see the difference’ with our 
special oversized screen process swatch card. We’ll 
also enclose a detailed 16-page brochure, ‘‘How to 
Prepare Art for Screen Process Printing.’’ You’ll find 
both the swatch card and brochure helpful in creating 
and purchasing screen process printing. 


. wherever visual 


Screen Process Printing Assn., International 
Dept. A 

549 West Randolph Street 

Chicago 6, Illinois 


| am interested in receiving both the oversize screen process 
printed swatch card and art preparation book so | can “‘see the 
difference’’ screen process printed color makes. 

Name 

Position 

Firm Name 


Address 


City Zone State 








Look at the Press 


If you want the most economical 
printing, you must pick the most ef- 
ficient press for the job you are run- 
ning, and size is one measure of 
efficiency. 


By John T. Davis 
Advertising Manager 
McCord Corp. 
Detroit 


To paraphrase the oft quoted “Bard 
of Avon,” in a phase of advertising 
that can mean much to stretching 
your budget dollars . . . this busi- 
ness of buying printing . . . we sub- 
mit “The Press is the Thing.” 

In gathering background material 
to support our contention, we com- 


mitted the cardinal sin of advertis- 
ing and conducted a personal sur- 
vey among a handful of friends and 
acquaintances in the industrial ad- 
vertising field. We think the re- 
sults justified the means. 

The question we asked were: 


1. Who buys the printing for your 
company? 


2. How did you acquire the knowl- 
edge to qualify you to buy printing? 


3. When there is a definite require- 
ment from the sales department, 
how to handle it? 


4. How do you classify the majority 
of your requirements? 


5. What are the limitations in these 
requirements? 


6. What is the finished size of most 
of your completed literature? 


7. How many pages do these var- 
ious pieces run? 


8. What reproduction process do 
you use and why? 


> In recapping the answers to these 
questions, we came up with the fol- 
lowing results: 


1. The majority of these advertis- 
ing managers have the responsibil- 
ity of buying the printing. 


2. Very few of these advertising 
managers have had actual graphic 
arts experience except on a cus- 
tomer-supplier level. 


3. Most of them write their own 
copy, organize it into a copywriter’s 
rough and call in their art source 
for a layout. 


4. Catalogs, catalog sheets, specify- 
ing literature of various types and 
direct mail fall into the classifica- 
tion done “on the home grounds.” 


5. Most of this material falls into 
the one-color or two-color classifi- 


Graphic Arts @ 91 





cation, with emphasis on modern 
design treatment. 


6. The most widely used size is 
81x11”. 


7. Requirements in 
pages run as follows: 
a) 4 and 6 page folders 
b) 8, 12, 16 and 32 page book- 

lets 


number of 


8. The majority of this literature 
is produced by the lithographic 
process. Reasons given were that 
this process allows flexibility in 
choice of paper, is more economical, 
reproduces halftones better, allows 
use of a tighter screen, and as long 
as the negatives are standing they 
could have a brand new form for 
reproduction at any time. Also, that 
form makeup can be done on the 
keyline art on the drawing board by 
artists rather than by metal on the 
compositors frame making it 
easier to make corrections . . . re- 
quiring less time and making it less 
expensive. 


> In the purchase of lithography as 
in the purchase of other commod- 
ities, size of lithographic production 
equipment is of the utmost impor- 
tance to economy. There is indeed 
a definite need for a ‘source or 
sources having press equipment to 
fit a variety of requirements! 

A personal experience may aid in 
emphasizing how important the 
press equipment sizes are and how 
with applying a few basic arthimetic 
rules, you can reap considerable 
benefits. 


> Recently in the interest of price, 
delivery and service, we made a 
comparative study of printing com- 
panies who have been “regulars” 
to our company for years. In this 
analysis we found a considerable 
difference in press equipment and 
also in price structure submitted 
by these sources. In further ana- 
lyzing the reasons for the price and 
delivery differential, we came upon 
a number of facts that should be of 
considerable interest. 

Because most of our requirements 
were of the larger nature, we have 
picked one of these to use as an 
example. On this type of job, the 
larger the press equipment, the 
more pages can be printed at one 
time. This benefits us in many 
ways: 

@ By being able to get more pages 
on a plate at one time 


@ By being able to run more pages 
on the sheet at one time 


© By requiring fewer press plates 
to be made 
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e By reducing the number of press 
make-readies — one being required 
for each new plate 


@ By reducing the handling of paper 
stock — into and out of the press 


e By reducing the number of pro- 
duction press runs because more 
pages are run at one time 


e By reducing the bindery opera- 
tion considerably in that there are 
fewer sheets to fold, gather, bind 
and finish. 


Reduction in number of opera- 
tions and length of each have af- 
fected considerable saving in time 
and money and still maintained the 
high quality of workmanship on the 
jobs we have bought. 


> As a graphic example, we submit 

the following comparison from two 

“regular” sources: 
20,000 copies of a 32 page booklet 
— 816”x11” — 1 color (All book- 
lets must print in multiples of 
four pages in order to saddle wire 
stitch — which is the method of 
binding on the majority of indus- 
trial literature) 


COMPANY “A” 
This company’s largest press takes a 
23” x 29" sheet of paper 
With this press size, the 
of paper 


i, 2a 


s each press run 











Press Comparisons . . . Company A, 
with a press which could take a 
23x29" sheet, could get only four 
pages to a run. Company B, how- 
ever, with a 35x45”, could run 16 
sheets at a time. The small numbers 
in the diagram count pages, do not 
show imposition. 


COMPANY “B” 


This company’s largest press takes a 
35” x 45” sheet of paper 
With this press size, the largest sheet 
of paper this printer could run and 
fold to bind is 

35” x 45” 
or 16 pages each press run 
16 Pages one side 
16 Pages reverse side 


> As a recapitulation of the above 
we submit the following com- 
parison: 


For company “A” to produce the 20,000 

booklets it takes... 

8 press plates 

8 press makereadys 

8 press runs 
(4 pages on the front of each sheet 
and four pages on the back of 
each sheet) 
Times to handle paper stock into 
the press and out of the press after 
each press run 
Different 8-page multiples (4 pages 
one side — four pages reverse side) 
to go through the bindery equip- 
ment to fold to 81/," x 11” (80,000 
pieces) 
Different 8-page multiples (80,000 

pieces) to be gathered by hand 

into 32-page oklets. Saddle wire 
stitched at the backbone of the 
booklet. 
Trimmed to finished size 

For company “B” to produce the 20,000 

booklets it takes... 

2 press plates 

2 press makereadys 

2 press runs 
(16 pages on the front of each sheet 
and 16 pages on the back of each 
sheet) 
Times to handle paper stock into 
the press and out of the press after 
each press run 

1 32-page multiple (16 pages one side 
— 16 pages reverse side) to go 
through the bindery equipment to 
fold to 8'/," x 11 (20,000 pieces) 
No gathering required because the 
full 32 page booklet is complete on 
one sheet — 16 pages one side and 
16 pages on the reverse side. Saddle 
wire stitched at the backbone of 
the book 


Trimmed to finished size 


> The difference in the price struc- 
ture of the two companies above 
was considerable. It is worth your 
while to check on your source of 
supply and determine whether the 
right equipment is being used on 
the requirements you have. If you 
are getting prices from suppliers 
all having the smaller equipment 
shown above, you may be paying a 
premium for your literature. 44 
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How to keep 
Monday’s cash register 
ringing on Sunday 


Thrifty Great Northern Groundwoods 
put new “sell” in Sunday magazines 


One of the biggest things in newspaper history is the 
exciting growth of Sunday supplements. Today there 
are three of them for every two published a scant four 
years ago. There’s one big reason. Supplements sell. 


Drugs, cosmetics, toiletries . . . cars, cake mixes, 
cooking utensils — all come before the family’s eye on 
the day of the week when the family has the most time 
to eye them. More and more, they are coming in color, 
to set America’s fabulous storehouse of good things for 
good living before the American family at their 
inviting best. 


An American company on the go, Great Northern is 
proud to be partner in this progress with its popular new 
Groundwood Printing Papers. Clean, white, strong, 
opaque and thrifty, they offer high-speed printability, 
low unit cost, sparkling color reproduction that sells. 


As publisher, printer or advertiser you are invited to 
ask for printed samples of Great Northern’s supplement 
papers, custom-made to your requirements by men who 
know how in modern mills in the Great Northwoods of 
Maine. See the difference good papers can make — in 
your sales and profits. Call your Great Northern 
representative. He’s as near as your phone. 


GREAT NORTHERN 


PAPER COMPANY 


A Leading U. S. Producer of Groundwood Printing Papers 


Mills in Maine 


Sales Offices: New York, Chicago, Boston, 
Cincinnati, Washington 


Each and every day .. . Great 
Northern’s “Groundwood 
Tree” is the source of enough 
specialty printing papers to 
wrap 15 Empire State 
Buildings. And still demand 
grows — evidence of the 
contribution of this American 
paper company “on the go” 
to an America On The Go. 





HOW 
PHOTO MAKE-UP 
SAVES TIME 


When a California store was faced with what looked like 
an impossible deadline, modern techniques came to the rescue. 


By Peg Gleason DC WAY 


As advertising and promotion 
manager for the May Co., Los An- 
geles, Maggie Pexton had a prob- 
lem. 

Photo-process advertising make- 
up solved it for her. The story be- 
hind the solution of Miss Pexton’s 
problem might be sub-titled, “The 
Case of the Happy Ad Manageress.” 


The Problem: A new May com- 
pany store was soon to open in San 
Diego. Exact dates were as yet un- 
determined, but the estimated open- 
ing time had been advanced several 
weeks, while sixteen full-page and 
four double-truck newspaper ads 
were being scheduled. S.A.P. com- 
pletion was the order of the day 
and time was a-wasting ... 

Miss Pexton conveyed her sug- 
gestions to Owen Clinton, publicity 
director for the May Co., San Di- 
ego: the new store should have all 
the benefits of newness, with a dif- 
ferent approach, a fresh image, yet 


Virtues of Photocomposition 
One of the newspaper ads show 
how staggered lettering and o- 
irregular spacing, and OPEN FEBRUARY 20TH 
superimposition is easily achieved f 


when working with negatives 
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the paper that cheers imagineers 
and gives a deep glow of ©. 
satisfaction to budgeteers 


ee 


— 


EAGLE-A 


QUALITY 


TEXT AND COVER 


We're imagineers, too, who dared to visualize 
papers of sterling quality at copper penny 
prices. You’ll find the exciting results in 
fine Eagle-A Quality Text and Cover Weight; 
papers with eye-catching “vitality” for out- 
standing brochures, catalogs and advertising 
materials, by offset or letterpress. (Envelopes 
to match are available from Kent Paper Co.) 

In Eagle-A Quality Text the selection in- 
cludes Brite White, Arctic White and six fine 
colors in both wove and laid finishes. Cover 


Weight is available in wove and laid, and 


EAGLE-A 
PAPERS 


for more creative 
communications 


matching colors. 


EAGLE-A 


For a special portfolio of original design “Thought Starters”, 


AMERICAN WRITING PAPER CORPORATION, 


HOLYOKE, 


write Dept. AQ 
MASS. 


Makers of the famous EAGLE-A COUPON BOND, 100% Cotton Fiber—Extra No. 1 Grade 
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TO 


IT’S 


HAUMAGR APH 


the name that means 
fine lithography, rotogravure 


and silk screen 


FOR 


the unusual in printing | 

on paper, cloth or vinyl. | 

Our Research and Development Department 
is a phone call. away | 

te solve your problems 


WRITE 


for our brochure “The Kaumagraph Story” 
. . . OF have our representative call on you, 


Specialty Printers since 1902 


HAUITIAGRAPH COMPANY 


wilmington 99, delaware 
olympia 4-2461 


Offices: Boston, Chicago, Greensboro, 
Philadelphia and New York 
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| Melin Gallery, 


| high style. Mr. Clinton came up 

| with a couple of original ideas. 
Without an art director (who had 
not yet been selected) he knocked 
out some rough-roughs himself. 
Miss Pexton gave them the nod and 
some notions as to copy, plus the 
final closing schedule. 

Mr. Clinton knew by now that 
there just wasn’t time to do the job 
in the usual way—make comps or 
even roughs for everyone’s O.K.; 
complete illustrations for all the 
ads; order lettering, logos, stats, and 
typography for assembly and paste- 
up; order plates and check engrav- 
er’s proofs of the combination half- 
tones; and beat the papers’ closing 
dates. 

A way had to be found to com- 
plete a typical ad in the series for 
O.K.—and fast!—without pausing 
for more visuals, while the rest 
were in the works. Bruce Melin, of 

visual consultants, 
found the solution. 


The Solution: Photo-process ad 
make-up. Given only a rough lay- 
out, some copy, and a wash and line 
drawing for the lead-off ad, proofs 
on a completed ad could be shown 
the day after tomorrow! Gena 
Melin, a writer with a flair for po- 
etic copy, created a rhyming text. 
Bruce Melin supervised preparation 
of the large wash and line high- 
style illustration, and Bob Reid, 
Photo-Composition Inc., took charge 
at this point. 

Could P-C produce the hand 
lettered headline, indicated only in 
rough layout form? Could it show 
the several changes in signature 
and body copy required by differ- 
ent newspaper insertions? Could 
anybody set display and body copy, 
strip in a large half-tone, and 
double-print lettering and logos 
that fast? Bob Reid said P-C could. 

Came noon of “the day after to- 
morrow,” and _ photo-prints—not 


| proofs—of the lead-off ads were on 


the May Co. conference table. Half 
a dozen diazo paper prints, showing 
copy changes, accompanied the glos- 
sies. Handlettering had been art- 
fully simulated by photo-modifica- 
tion (distortion) of a stylish new 
typeface. And the big half-tone had 
been outlined and double-printed! 
A few words of copy were 
changed and the half-tone was 
moved slightly. These revisions 
were made by P-C and the ad went 
off to the engraver next morning. In 
rapid succession, the other ads were 

| completed as copy and illustrations 
| were approved, plates were made, 
| mats pulled, and reprints were up 


| in the stores well ahead of the San 


Diego opening. How did they do it? 


> Photo-process make-up, or as- 
sembly, is more than a substitute 
for paste-up and something less 
than a revolutionary printing proc- 
ess. All of the elements involved 
have long been available—at least 
since the introduction of photo line- 
composing machines to the typo- 
graphic field. Here are combined 
the graphic arts of typography, 
photography, and to a certain ex- 
tent, lithography. 

Film is the medium which has 
brought them together. Given copy, 
a rough layout, and retouched pho- 
tos, wash drawings, or line illustra- 
tions, photo-process make-up en- 
tails these steps: 


1. Continuous tone art or photos 
involved are screened for half-tone 
reproduction by Velox or Azo proc- 
ess to accommodate the layout. This 
operation is usually accomplished 
first because it requires the most 
time and care, and releases the lay- 
out for the succeeding steps. A “pos- 
itive on” emulsion may be used, or 
a contact positive may be made 
from the half-tone neg. 


2. Display typography is produced 
through use of a “hand-set” photo- 
composing machine to provide an- 
other film positive. Distortion or 
photo-modification may be em- 
ployed to simulate handlettering 
indicated on the layout. 


3. Text or “body copy” is set on a 
line photo-composing machine by a 
highly skilled operator. Type-im- 
ages on the positive resulting from 
processing the machine’s film are 
clear, clean, sharp photographic 
images of the precision type-mat- 
rices in the photo-composer’s mag- 
azine. 


> Not all of the preceding steps are 
quite new to the photo-composing 
field. For a number of years, art di- 
rectors have preferred photo prints 
of typography to reproduction 
proofs from “hot metal,” because of 
their obvious superiority in sharp- 
ness and quality. Distortion prints 
of type, lettering, and even artwork, 
have also been ordered from photo- 
process suppliers. Pasting in screen 
prints of half-tone copy, instead of 
photostats for position, has long 
been considered a time and money 
saving procedure. 

It has been customary'to assemble 
these elements of engraver’s copy 
by the paste-up method, employing 
rubber cement, razor blade, T- 
square, and triangle, on a drawing 
board. This procedure entailed:spec- 





ifying type; proofing and checking 
of repro proofs; pasting-in of revi- 
sions or changes; indicating illus- 
tration positions by stats or keylin- 
ing; and pasting in line prints or 
original lettering, according to the 
layout. 

During this process, the layout or 
comp, and a good portion of ex- 
pensive lettering or other artwork 
suffered a certain amount of han- 
dling. More than a little time was 
consumed in ordering of stats, repro 
proofs, screen prints, line prints, 
and revisions from these sources. 
Once the paste-up was approved, 
engraver’s proofs or lithographer’s 
brown-lines or prints still had to be 
approved before printing or publi- 
cation. How, then is photo-process 
make-up more efficient? 


> Working on a light table, as doesa 
negative stripper, the P-C make-up 
man assembled the May Co. ad ma- 
terial on a clear acetate sheet 
placed over the rough layout. Re- 
visions which had been made were 
already included in a complete, cor- 
rect film positive, having been 
stripped into position by the opera- 
tor of a precision line-correcting 
device. 

Coated with a clear layer of heat- 
sensitive adhesive material, the type 
positives were first trimmed, cut 
apart, then positioned, squared up, 
and fixed in place by the pressure 
of a finger tip. Moving of any piece 
was accomplished by sliding or 
picking up and re-positioning. Even 
at this late stage, last minute 
changes in type or illustration could 
still be accommodated. 

Last of all, the P-C make-up man 
put the outlined half-tone positive 
into place—overprinted elements 
were simply affixed one on top of 
the other. 

A contact paper print was made 
in diazo form for checking. Follow- 
ing final approval, a contact neg 
was made in a vacuum frame print- 
er. Or the film positive assembly 
could have been back-lighted and 
shot in a photo-engraving camera. 
(Backlighting enables the operator 
to “burn out” any smudges or ad- 
hesive marks from the negative.) 
Opaquing of the “master” neg is the 
last step prior to letterpress:or litho- 
graphic plates. 


> By this swift precision method, the 
entire series of full-page and dou- 
ble-truck May Company ads were 
completed, engravings made, mats 
pulled, and multilith reprints ob- 
tained for display in the stores— 
well ahead of schedule. No wonder 
the Ad Manageress was happy! 44 








Here’s proof of top quality 


at amazing /ow cost... 


FREE 


PROGRESSIVE 
PRESS PROOFS* 
on your first order of 
SCREENED 4-COLOR SEPARATIONS! 
Go modern—use full color! And save $20—$40—$65 on 


your first order! Now you can cash in on the beauty and 
selling power of brilliant full-color reproductions—yet keep 


costs in line. Get your Sz 
by mailing coupon now. 


umple-Info. Brochure and Price List 


World Color’s technical progress and vast experience stands 
behind you—more than 150,000 sets of 4-color positives 
already supplied to leading lithographers, agencies, adver- 
tisers. You get fastest service in the industry, with free air 


mail delivery. Press roo 


m procedures with all orders. Com- 


posing also at low, low cost—complete positives ready to make 


plates. 


' 
1 
1 
! 
. ! 

Inc. 
Ormond Beach, Fla., Tel: ORange 7 1332} 


New York Branch Office ; 
274 Madison Ave., MUrray Hill 5-4275 4 


SEND FOR Sample-Info. 


Brochure & Price List now... 


' 

' 

! 

*OFFER EXPIRES Sept. 15,1961 | 
! 

' 

' 


~-LIMITED OFFER — ACT NOW! ---- 


World Color, Inc. — Dept. H11 
Box 697, Ormond Beach, Fla. 
Please rush full-color Sample- 
Info. Brochure and Price List to: 
NAME 

TITLE 

FIRM 

STREET 

city 

STATE 

TYPE OF BUSINESS 





Printing of Merit 


How a Magazine 
Printed a Calculator 


Here's a novel editorial project, used 
by “Industrial & Engineering Chemis- 
try,’ that furnishes readers with a 
technical tool at remarkably low 
cost, due to good design and printing. 


A feature with do-it-yourself po- 
tential has been of continuing in- 
terest to the readers of Industrial & 
Engineering Chemistry in recent 
months. 

In its simplest terms, the feature 
consists of an “assemble-it-yourself 
calculator.” The reader removes the 
diecut calculator from its insert 
position in the magazine, assembles 
it and uses it to speed up his work 
and to simplify problems he en- 
counters in his work as a chemical 
engineer. 

Typical of these inserts is the 
one to which our attention is di- 
rected this month. As are the oth- 
ers, it was designed by the Dyna- 
Slide Co., 600 S. Michigan, Chicago. 
It is a device for converting various 
units of length, area, volume, pres- 
sure, energy, etc. The converter, 
according to Donald D. Hedberg, 
Dyna-Slide, “puts 400 frequently- 
used conversion factors at the users’ 
fingertips.” Mr. Hedberg said this 
insert, and inserts of this type, make 
it possible to give every reader of a 
specific publication a calculator for 
little more than the cost of a printed 
page, whereas it would cost at least 
25 times as much to manufacture 
and distribute an assembled cal- 
culator. 


> Assembly of the calculator is a 
fairly simple task, and probably a 
snap for the chemical engineering 
readers of Industrial & Engineer- 
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ing Chemistry. In case you want to 
take a try at it, all you do is remove 
the converter from this magazine, 
punch out the windows, fold and 
seal with glue. It is designed so that 
when the slide is in its closed posi- 
tion, all windows are filled with in- 
formation. The data is arranged on 
the slide so that it is impossible to 
get a wrong set of information ina 
window, we are informed by Mr. 
Hedberg. 

As for the techniques, graphic 
and otherwise, used to bring this 
type of printed material to readers, 
Mr. Hedberg reports that “usually, 
the ideas for calculators come from 
the editors and readers of a maga- 
zine. In the first step in design, we 
make a working model of the cal- 
culator to show everyone involved 
what the reader will be receiving. 

“The magazine shows our model 
to specialists in the field to de- 
termine if the information con- 
tained on the calculator is both ac- 
curate and up-to-date. 

“Once approved, we proceed to 
make the final artwork. A much 
higher degree of precision is re- 
quired in the artwork than in or- 
dinary assignments, since it is crit- 
ically important that the right in- 
formation appears in a specific win- 
dow of the insert at the proper time. 
In all cases, information on the 
front of the insert must be related 
to the information on the back 
a situation requiring both skill and 
insight on the part of the artist. 

“We try to keep all the informa- 
tion that requires perfect printing 
alinement in the same color, that is 
on the same printing plate. By do- 
ing this we eliminate a_ possible 
danger point in the printing proc- 
ess. We use register marks to in- 
sure that the copy on both sides 
‘backs up’ perfectly. We also try to 
keep in mind that the parts that 
must operate in alinement on the 
finished calculator should be printed 


in the same direction on the pa- 
per. This will minimize alinement 
problems due to paper shrinkage, 
since if there is any shrinkage, all 
the parts will shrink the same 
amount and in the same direction.” 


Other points of concern covered 
by Mr. Hedberg included: 


e “The die can be made from a 
proof of the plates, we found, if the 
job is to be printed one-up. How- 
ever on those runs where a multi- 
die was used, the die must be made 
from a press sheet.” 


e “In the Unit Converter, the posi- 
tion of the folding score proved to 
be quite critical, since if the score 
was off 1/32”, the data would be out 
of alinement by 1/16’.” 

> Dyna-Slide works 


closely with 
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erg 
(dyne-cm) 
096105 
24.2179 
0242179 


29.921 
33.899 
1.013106 
1033.23 
14.6% 
2116.22 
103323 


03937 1 
04460 
1333.22 
1.3595 
019337 
2.7845 
13.595 


882647 
1.1330 1 

33864 = -29889.9 
34.5316 30.4792 
A91IS? = 433518 
70.7266 62.4266 
MS316 =—WA792 


Mein ‘/min gal/min bbi/he 
1 28.3164 

035315 l 
2178 
37781 


3.7854 

133681 

7.48052 l 
10.7 1.428 


2.650 
09350 


APPLY ADHESIVE HERE 


PRESSURE 


TO CONVERT: 


‘ MULTIPLY VALUE IN 


THESE UNITS... 


rc 7 


=atm 

= mm of Hg* 
=in of Hg* 
= ft of H,0** 
= dynes/cm? 
= ¢/cm 

= Ib/in? 

= Ibsf? 

= kg/m? 


TIMES 
THE 
FACTOR 
IN 
WINDOW 


FLOW 


¢— 


MULTIPLY VALUE iN 
THESE UNITS... 


* = liters /min® 
= f8/min* 
xX = gal/min* 
: 7 bbi (42 gal)/hr** 


*To obtain units per hour multiply °° (petroleum, U.S.) 
the factor in the window by 60. 


MULTIPLY VALUE iN; 
THESE UNITS... 


° 


X 


Hil 


: k 


aghases 


VOLUME 


Molar volume ot O°C ond | atm: : 


2.953x10-5 
3.35x10-5 


1.020x10-3 1 
1.450x10-5 
002089 
010197 


LENGTH . 


02896 
0328 
l 980.665 


014s = 0029 777.647 3.0859 308595 737560 
01602 00328 1054.35 4.184 4184 1.35582 1 2.685x10 3.6108 
4788 98.066 | 393x10-* 1.558x10-* 001559 5.0510-7 3.725107 1 1.34102 
49824 1 2.929x10-4 1.162x10-§ 001162 3.766x10-? 2.778x10-? .745702 1 
gos 1.054100 4.18410? 4.184x10" 1.35610 bd? 
an senaaes L.O75x10? 426649 4.26610? 138255 10197.2 
2.04817 1 


10.4053 = 04129 41.2917» 013381 9.869x10-* 
10 


00142 
20482 
4.8824 1 


26493.5 


35520 


Btu/sec erg/sec ft-Ib/sec 


1 948x10-" 001286 «= 3.9683 009301 
1.05410" 1 1356x107? 4.16410" 9.80710’ 
777.646 7.376x10-* = 3085.95 7.23300 
25199 2.39«10-"' 000324 1 002344 = .178227 
107.514 1.02x10-* .138255 426.649 1 76.0404 
1.41390 1.34x10- 001818 5.61082 l 

1.4335 1.36x10- 001843 5.690 
1.05435 ixl0- 001356 4.1889 
104.35 Ixl0’ 135582 418.89 


107262 


poundal dyne & 


550 


1 031081 
32.1740 1 
444822 
453.592 


2.248x10-§ 
7.233x10-5 
13825.5 1 

14.0981 


002205 
0709315 
980.665 
0010197 l 


14570 
745.20 


Designed by Dyna-Slide Co., 600 S. Michigan, Chicago 5, ill. 


UNIT CONVERTER 


INSTRUCTIONS: Set unit to be converted opposite arrow. 
Read conversion factor in window opposite desired unit. 


EXAMPLE: An area of 525 sq. inches (in’) is equal to how many sq. centimeters (cm)? 
Locate AREA section. Pull slide to left until in’ is opposite arrow. The conversion factor, 


6.4516, is then found opposite cm’ in the window. To convert, multiply 525 in’ by this foctor: 
525 in? 6.4516 cm? = 3387.09 cm’ 


an 
GAS CONSTANT VALUES, R, IN PV=nRT 


R Energy, PV 


erg 8.317 x 107 Btu 

colorie 1.9872 hp-hr 

' 6.3144 kew-her 

082054 atm-ft? 
62.361 mmbg-ft? 
08478 mHg-ft? 
998.9 I /in?-f? 
1.314 to /ft?-#1? 


Energy, PV 


kg/cm?-liter 


FFoceaceo!|s 


VISCOSITY 
1 poise = 1 g/cm-sec = .0672 Ib mass/ft-sec 
1 stoke = 1 cm/sec = poise + density 


MULTIPLY VALUE IN | cr 
THESE UNITS 


X 


TEMPERATURE CONVERSIONS 
°C = 5/9(°F-32) K= °C +2732 
°Fa9/S°C+32 Ra F + 4597 


FORCE 


4.1851 jovle/cal 
26.8 ' 


@-mole = 22.414 liters enp-he-g/eque 
0.3594 °K/mmbtig 


t-mole « 359.05 fr’ 


198x108 2.655x108 7.376x10-* 7.233x10-5 


7ABxl® 


1.01387 


74.7354 
9.807x10-5 101.328 
3.653x10-1! 3.744x10-5 
2.724x10-"! 2.815x10-5 
l 980.655 _- 
00102 1 1.033x10 
9.87x10-” 9.678&10-7 l 


1x10-? 


kg-cal 
/sec 
£9758 

7.355x10° 
542.475 
175788 


kg-m 
/sec 
948452 
1x10 
737.56 
239006 
75 101.9716 
98632 1.34102 
1 1.35962 001360 
73550 1 M1 
735.50 1 


hp 
hp (metric) kilowatt watt 


9.485x10-4 
1x1?’ 
-737560 

2.39x10-4 
-101972 
001341 


ENERGY & WORK 


MULTIPLY VALUE IN 
THESE UNITS... aad 
e Bt 
= g-cal 
= kg-cal 
= ft-lb 
= joule (watt-sec) 
= hp-hr 
= kw-hr 
= fg (dyne-cm) 
=g-cm 
i: liter-atm 


POWER 


MULTIPLY VALUE IN 
THESE UNITS...  . 
= Btu/sec* 
= erg/sec* 
= ft-lb/sec* 
= kg-cal/sec* 


X 


= kilowatt 
t » = watt 


*To obtain units per minute 
multiply factor in window by 60. 


WEIGHT (1 Ib. and over) 


2 


=lb (av) 
=kg 
==short ton 


X 


=slug 


WEIGHT (under 1 Ib.) 


X 
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You can accemble thie handy Unit Converter 


in 2 few minutec ! 


1. Using scissors, carefully cut out the two 
calculator parts (the case and the slide) 
along the outline and punch out all win- 
dows. A sharp single-edge razor blade 
can be used to free any windows which do 
not punch out completely. 


2. Fold the case along the two score lines as 
shown in the diagram at left. 


3. Apply rubber cement or other adhesive to 
the tab and seal the case. 


4. Insert the slide. 


calculators coming in future issues 





Graphic Calculator Co., Chicago, in 
the actual printing of the inserts. 
The latter is recognized to be one of 
the leading printers and manufac- 
turers of calculators for sales pro- 
motion and technical use. Graphic 
Calculator printed and diecut the 
Unit Converter on one of its large 
letterpresses, using multiplates and 
dies. 

Our insert was printed on a new 
type of coated paper stock, a 150-Ib 
coated folding board, from Interna- 
tional Paper Co. In this it is not 
quite the same as appeared in In- 
dustrial & Engineering Chemistry. 
There it was printed on Springhill 
Tag. 

In addition to the inserts Dyna- 
Slide has designed for Industrial 
& Engineering Chemistry, it has 
also designed a gas mileage cal- 
culator and a home workshop slide 
rule for Science & Mechanics and 
Mr. Hedberg has considered a new 
type of selector for the beginning 
bridge player, an indication of the 
wide potential for this type of 
printing project. 44 


Historical Pictures 
Featured by Curtis 


A folder containing four paintings 
of the American soldier (1775-1783) 
makes a unique promotion tool for 
the Curtis Paper Co. 

The pictures have been repro- 
duced in four-color offset litho- 
graphy while the folder itself was 
printed letterpress on Gray Stone- 
ridge Text, Basis 75. Artist Fred- 
erick Elmiger has selected as sub- 
jects Washington’s Bodyguard, a 
private in the Continental army, an 
American dragoon, and a colonel in 
the artillery. 

Copies are available. 

. for more details circle 816, page 109. 


Catalog Gives Depth 
Pictures of Product 


The problem of adequately show- 
ing a complete industrial product 
in all its dimensions has been a 
major one for salesmen. 

A solution, at least to one com- 
pany’s version of the problem, was 
produced recently by Worthington 
Corp., Harrison N.J., a manufactur- 
er of heavy industrial equipment. 

Ralph E. Godden, an account 
manager in the advertising and sales 
promotion dept., designed a bulletin 
which for the first time will enable 
Worthington 
equipment in 


show 
dimensional 


salesmen __ to 
three 








for summer occasions 


OUTDOOR POOL © TENNIS” e« SUMMER THEATRE 
S famous restaurants 
YACHT CLUB « RIB ROOM + COLONNADE COFFEE HOUSE 
CHARTERHOUSE and... 
THE POLYNESIAN VILLAGE 


Lavish Floor Shows and 
Dancing Nightly 


latinyve... 


is the word for the Catering availed to you 
at the North Shore’s smartest address 


Banquets e Meetings ¢ Conventions e Lunch 
eons ...no matter, the service is faultless 
the food superb, and the rooms spacious and 
air conditioned. Ample in-hotel parking. 


tle The Riviera Hote 
of Chicago— 


and 8 ite 


5300 NORTH... 
Sheridan Road 


Chicago 40, Illinois 


PHONE 


Longbeach 1-6000 


Hotel Corporation of America . . A. M. SONNABEND, President 


Give it a Chance { 
~Sp Here is the one art and layout service 


that provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


+qgoc to cover mailing 


“=m cost brings you 


— The Complete Current Issue 

This issue is yours to use and keep, with no 
strings attached — our way of saying ‘try it 
and benefit’. No obligation. No salesman. 


4 Due to its expense, this opportunity must 
be limited to those who have not received 
a free issue in the last six months. 

= Attach one dollar to letterhead and mail today to 


MULTI-AD SERVICES, INC. - 126 WALNUT STREET - PEORIA, ILLINOIS 





A & S&S P Reaches 


the people in advertising agencies who buy the products and services that 


go into national advertising and sales promotions campaigns. 


Advertising & 
SB Sales Promotion is For You 


Everything it Takes in Type 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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form without cumbersome page 
turning and time consuming ex- 
planation. 

Showing Worthington machinery 
in a series of four-color, cross-sec- 
tion illustrations, the new spiral- 
bound bulletin utilizes a number of 
diecut overlay sheets over a base 
sheet which, through close registry, 
gives the tri-dimensional appear- 
ance to important features. 

Patented by the Winchell Co., 
Philadelphia, the new process pro- 
vides an economic means of pres- 
enting primary product features in 
much the same manner achieved 
with an expensive cutaway model. 

44 


Standard Italic Shown 
In Amsterdam Folder 


Variations of Standard Italic are 
shown in a folder issued by Am- 
sterdam Continental Types and 


Graphic Equipment Inc., New York, 
importers of the typeface. 
Shown in different point sizes are 


Standard Italic 


Standard Italic and Standard Medi- 
um Italic. 

Copies of the folder are available. 

. for more details circle 817, page 109. 


IBM Service Helps Select 
Company, Product Names 


Machines can help you select a 
new name for a product or a com- 
pany. 

According to the Service Bureau 
Corp., a subsidiary of IBM, an IBM 
704 computer service can be of great 
help in selecting a new name. Given 
a clearly stated series of word for- 
mation rules, the service will gen- 
erate a list of words with any com- 
bination of desired characteristics. 

Specifications for a word list and 
sample listings are contained in a 
booklet SBC is offering. 

. for more details circle 818, page 109. 


Impact Formula Shown 
In Whiteford Co. Folder 


Impact, a new patented formula 
for printing on colored paper, is ex- 
plained in a folder being offered by 
the Whiteford Paper Co. Inc., New 
York. 

According to the company, the 
Impact formula is a method for 
achieving better readability by ad- 
justing the light reluctance ratio 
between paper and ink. Virtually all 
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printing today, in a tradition that 
began when the best lighting was 
badly deficient, is done on white 
paper in black ink. This combina- 
tion, according to Whiteford spokes- 
men, has a contrast ratio of 16 or 
17 to 1 and the ratio tends to grow 
longer as pressure continues to pro- 
duce more and more intense whites. 

Whiteford quotes experts who say 
that this great contrast is not only 
unnecessary to good readability, it 
is often uncomfortable and fatiguing. 
These experts believe that an 8 to 1 
reflectance contrast, with adequate 
light, is readable and much more 
pleasing. 

Finally, Whiteford states, the Im- 
pact formula achieves the 8 to 1 ra- 
tio by using pale-tinted papers and 
colored inks. 

Copies of the folder are available. 

+ » for more details circle 819, page 109. 


Card Mercantile Stocked 
Once More, ATF Reports 


American Type Founders is again 
casting the Card Mercantile type 
series, it has been announced by 
ATF. 

The face has sharply contrasted 
thick and thin strokes, and the fiat, 
slender serifs characteristic of the 
Craw Moderns. It is cast on a “title” 
line, full face with a minimum 


CARD 
MERCANTILE 


amount of shoulder. It will be avail- 
able in cap and figure fonts from 6 
to 30 pt. 

Specimen sheets 
series are available. 


showing the 


. for more details circle 820, page 109. 


Chicago Firm Introduces 
Paper Offset Plate Maker 


A machine which automatically 
produces low-cost paper offset 
plates in 60 seconds from any black 
and white, color, halftone, drawn, 
written, typed or printed material, 
and enlarges or reduces size, has 
been developed and placed into pro- 
duction by Robertson-Photo-mech- 
anix Inc., 7440 Lawrence Av., Chi- 
cago 31. 

Called Electricon, it employs a 
dry, daylight electrostatic process 
of producing paper offset masters 
which are suited to short produc- 
tion runs, from 15 to 300 copies, on 
standard offset duplicators. 

According to the company, the 


machine is designed specifically for 
reproduction departments, offices, 
commercial shops and blue print 
departments using 75 or more offset 
plates per day. 

There are three models. Prices 
range from $6,500 to $11,000, the 
company has announced. 44 


Text Papers Described 
In Paper Group Booklet 


Publication of a booklet, “Text 
Papers. . . A Guide to their Order- 
ing, Handling and Use,” has been 
announced by the Text Paper Man- 
ufacturers Group. 

The booklet contains 24 pages of 
information which could be useful 
to paper buyers and _ specifiers. 
Among its chapters are those cover- 
ing qualities of text papers, quality 
control, sizes, packing and other 
subjects pertaining to this type of 
paper. 

Paper manufacturers sponsoring 
the booklet include American Writ- 
ing Paper Corp., Beckett Paper Co., 
Bridgewater Paper Co., Chillicothe 
Paper Co., Curtis Paper Co., Fitch- 
burg Paper Co., Hamilton Paper Co., 
Hopper Paper Co., International Pa- 
per Co., Mohawk Paper Mills Inc., 
Peninsular Paper Co., Simpson Lee 
Paper Co., Standard Paper Manu- 
facturing Co., Strathmore Paper Co., 
Tileston & Hollingsworth Co., 
George A. Whiting Paper Co., and 
Sorg Paper Co. 

Copies of the booklet are avail- 
able. 


- for more details circle 821, page 109. 


Oxford Paper Manual 
Discusses Web Offset 


Web offset is a process with many 
loyal adherents and the rise in pop- 
ularity of this technique is one of 
the big stories of the recent graphic 
art years. 

Oxford Paper Co. has issued a 40- 
page manual “Paper and Web Off- 
set Printing” which discusses the 
advantages of web offset, as well as 
its disadvantages. Of particular in- 


What is It? . . . The Trak Electronics 
Co., Wilton, Conn., wanted a logo that 
was different. Ernest Waivda, V.P. and 
art director, Fred Wittner Co. Inc., 
NYC, came up with this. 





terest to many currently using, or 
contemplating using the process, is 
a section “The Phenomenon of 
Blistering” which discusses not only 
the causes of blistering but also sug- 
gests remedies for the problem, the 
formation of bubbles on the surface 
of paper during the process of web 
offset lithography. 

Copies of the manual are avail- 
able. 


- for more details circle 822, page 109. 


World Color Shows 
Work in Booklet 


Examples of the work of World 
Color Inc. are shown in a booklet 
issued by the Ormond Beach, Fla., 
concern. 

According to the preface: 

“Automation, plus the substitu- 
tion of triple-color masking instead 
of dot etching, has placed us in a 
position to offer high grade screened 
four-color separations at prices 
which permit the abundant use of 
color.” 

Copies of the booklet are avail- 
able. 

- for more details circle 823, page 109. 


American Writing Corp. 
Offers Kit of Samples 


The second in a series of out- 
standing samples of printing using 
Eagle-A L’Aiglon text and cover 
weight has been prepared by Amer- 
ican Writing Paper Corp. 

The portfolio features 10 design 
pieces, several showing treatments 
with feathery, deckle edges. Other 
applications include diecuts and 
treatments of color stocks. 

Copies are available. 

. for more details circle 824, page 109. 


New Folders Describe 
Two German Typefaces 


New folders describing Walbaum 
and City typefaces are available 
from Amsterdam Continental Types 
and Graphic Equipment Inc., im- 
porters of the types. 

Both were cast by the Berthold 


Walbaum 
City Medium 


Foundry in West Berlin. Walbaum 
is described as “an original classic 
typeface with elegance and style.” 
City is described as “a modern 
character expressing a feeling of 


In the few short years since introducing 
Fotosetting to the midwest, Warwick 
has assembled the largest library of 
type styles available for Fotosetter 
composition in the country. Yes, a 
variety of letterforms that will answer 
your needs for any typographic prob- 
lem, including a wide range of symbols. 


Write today for further information. 
FREE TYPE BOOK—Big Fot 


roremaeaicontsnners-<" WARWICK TYPOGRAPHERS 


set samples. Write Dept. 206 today. 920 WASHINGTON AVE.,ST.LOUIS 1, MO. 


Serving 43 states... overnight air delivery to your desk 








Promotion Men! 


e J e 
. Imprinting Service 
1t t y e Let us personalize your national adver- 
|  tising by imprinting it with the names, 
IN SECONDS! addresses, and trade marks of local dis- 
; |  tributors. We handle tabloids, magazines 

Tens of thousands of artists, : 

admen, printers, editors, stu- catalegs, booklets and folders in runs 


dents swear by the Haberule of all sizes. 
Visual Copy-Caster . .. world’s 


fastest, simplest, most aecurate SERSE N’S IMPRINTING INC. 

copy-fitting tool. Only $10 at 

art supply stores or direct. 120 So. Sangamon St. 
Money-back guarantee! CH 3-2050 Chicago 7, Ill. 


HABERULE 


Box AS 245, Wilton, Conn. 
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Tips on Acetates, Photo-Wax, 
Typehesives and Color-Aid 


Suggestions for ordering and using 
these convenient, versatile Progressive 
proofs to save time and provide greater 
flexibility for layouts and finished art. 
Used for offset mechanicals, TV and 
projection slides, charts, brochures, 
counter displays, etc. Free upon re- 
quest. Write today. No obligation. 


PROGRESSIVE Composition Co. 
9th and Sansom Sts., Phila. 7 WAlinut 2-2711 
os 


ty 
arene ieee 
( 


The PROGRESS + HANSON + PROGRESSIVE Group 
On f Ame 1s Most Complete 


Graphic Arts Organizations 


Branches: 
New York * Newark « Lancaster « Wilmington 
Baltimore + Washington « Richmond « Charlotte 


«tl ; 
E.. GD es MARATHON 
canse Qos Te ae 


BETHLEHEM .——s =a 


WANTED FOR ALL USERS OF DECALS 


RUBBERCAL® (plastic decal) is permanent, waterproof, tough 
Eosiest applied — without water in any weother Best indoor, out 
door emblems. More economical. Write for somples. Mode only by 


MULTICOLOR PROCESS CO., Box 1033, Tulsa, Okla. 


BRILLIANT/ (>, ACCURATE/ LOW IN COST/ 
GEM Color —TOP QUALITY leftter- 
press printing ot LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free somples. 


4603 SOUTH FIFTH ST 


of Midwaukee, Sus. 


shade ee 


: NEW WATERLESS 

Permanent type tough “Viny!’ 
applied in seconds without water. Saves tabor; no 
curling in storage. MADE TO YOUR SPECIFI- 


CATIONS... .iettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 


Advertising & 
Sales Promotion 


for 
ADVERTISING RESULTS 
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rugged solidity.” 

Both are available on American 
point body. Walbaum is available in 
Roman, italic and medium. City is 
available in light, medium and bold. 

- for more details circle 825, page 109. 


Comprehensive Type 
Book Issued by Monsen 


A type specimen book, with com- 
plete fonts of more than 1,000 dif- 
ferent typefaces, has just been re- 
leased by Monsen Typographers 
Inc., Chicago and Los Angeles. Each 
face is represented by a complete 
alphabet in each size in which it is 
available, while body copy faces 
have, in addition, blocks of copy. 
One is without ledding and the 
other shows the face with one or 
two points. 

A typewriter scale on each page 
simplifies copy casting. An alpha- 
betical index lists all faces included, 
although the main arrangement is 
by broad category. These include 
reader, open, gothic, script, square 
serif, sand-serif and miscellaneous, 
with an additional category for orna- 
ments and foreign characters. 

Copies of the two-volume set are 
being distributed to regular Monsen 
users, but are available to others 
at $200 per set. Additional sheets, 


Who’s Who In Paper 


Comprehensive Type Book .. . This new 
two-volume set contains more than 
1,000 complete typefaces, each in sev- 
eral sizes and weights, is available from 


Monsen at $200 per set. 


which can be added to the loose- 
leaf binder, will be sent out as the 
faces become available. A West 
Coast edition, showing only those 
faces available in the Los Angeles 
office, is offered at $100. 

The first section of the book, a 
special 12-page section entitled “A 
Guide to Better Typography,” is be- 
ing made available to all users of 
type without charge. While keyed 
specifically to the Monsen Type Li- 
brary, it contains much information 
of value to any type buyer, includ- 
ing a glossary of typographic and 
printing terms and a chart of proof- 
reader’s marks. 

. for more details circle 826, page 109. 


Sweatchbooks Ease 
Selection Searches 


Cotton Content Bond .. Old 
Deerfield Bond by Millers Falls 
Paper Co., “is a 50% cotton content 
bond for typing, writing or 
printing stationery, forms, 
notices and reports.” 

- for more details circle 827, page 109. 


For Quality Jobs . . Artemis 
Text & Cover, by Mohawk Paper 
Mills, has broad deckle edge, “the 
genuine felt mark ... adds extra 
dimension of effectiveness to the 
finest letterpress and offset print- 
ing.” 

. for more details circle 828, page 109. 


Offset Paper .. Beckett Bril- 
liant Opaque by Beckett Paper Co. 


A “titanium-filled sheet which com- 
bines whiteness with high opacity.” 
Beckett Brilliant Opaque Cover is a 
“companion cover stock, matching 
the book paper in whiteness. It has 
the strength and the scoring and 
folding qualities required of a serv- 
iceable cover paper.” 

. for more details circle 829, page 109. 


For Special Effects .. KVP 
Litho-Parchment by KVP Suther- 
land Paper Co. “The transparency of 
the genuine vegetable parchment 
makes special effects possible, when 
used alone or in combination with 
other papers for catalogs, brochures, 
ad inserts, letterheads or greeting 
cards.” It is offered in a heavy 





weight (55 pound) light mottled 
and regular mottled, and in a light 
weight plain sheet. 

- for more details circle 830, page 109. 


Business Use . . Carlton Bond, 
by Northwest Paper Co. Said to have 
good use in white and color for 
every office form, “from order to 
invoice, original or duplicate. Colors 
can give you a two-color effect to 
one-color printing. Right for offset 
or letterpress.” 

- for more details circle 831, page 109. 


Blue-White . . Riegel Jersey, by 
Riegel Paper Corp. Shade of white 
has been changed to a new “brighter 
blue-white.” Line includes Plate 
Bristol, Antique Cover and Em- 
bossed Cover in 14 sizes and weights 
and 14 colors and white. 

- for more details circle 832, page 109. 


Natural-White Sheet . . Beck- 
ett 1848 Traditional by Beckett Pa- 
per Co., is said to have “. . . a sub- 
dued elegance which provides a 
warm and subtle background for 
distinctive, tasteful printing.” Avail- 
able in 70 and 80 pound book 
weights and in 65 and 80 pound 
matching cover weights. Stocked at 
the mill in smooth vellum finish and 
can also be furnished in 14 fancy 
embossed finishes. 


- for more details circle 833, page 109. 


High Opacity . . Pericles 
Opaque, by Mohawk Paper Mills. 
“A completely new text paper, dis- 
tinguished by its bright blue-white 
shade with just a touch of fluo- 
rescence.” Available in a wide range 
of weights, from 60 lb. text to 140 
lb. bristol. 


. for more details circle 834, page 109. 


Erasable Typewriter Paper. . 
Millers Falls Ezerase Bond & On- 
ion Skin by Millers Falls Paper Co., 
“. . . especially designed for quick, 
clean correction of typing errors. 
Mistakes can be removed easily 
with an ordinary pencil eraser.” Has 
good printing surface, folds well, 
retains its color indefinitely. 

. for more details circle 835, page 109. 


Index . . Wausau Index Bristol 
by Wausau Paper Mills Co. Line 
features “snow” white, the new “eye 
ease” buff and five colors available 
in standard sheet sizes and in three 
weights. 

- for more details circle 836, page 109. 


Parchment .. Millers Falls On- 
ion Skin by Millers Falls Paper 
Co., suitable for opacity, brightness 


and printability. “. . . excellent for 
both offset and letterpress ... re- 
duces bulk and show-through to a 
minimum.” 

. for more detai’s circle 837, page 109. 


Economy Quality Paper .. 
New Finch Offset by Finch, Pruyn 
and Co. features “low original 
cost without sacrificing quality ap- 
pearance” and “high opacity allows 
economical use of lighter weights.” 
Manufacturer stresses “new bright- 
er blue-white radiance, unmatched 
in this paper grade, provides crisp 
reproduction, excellent color con- 
trast.” 

. for more details circle 838, page 109. 


Pressure Sensitive 
Papers Shown in Book 


Brown-Bridge Mills Inc. has is- 
sued a new swatch book covering 
its line of Strip Tac pressure sensi- 
tive label papers. 

Sheets include foils, fluoradiants, 
transparent acetate, badge stock and 
others. Printing tips are also in- 
cluded. 

Copies of the sample book are 
available. 

. for more details circle 839, page 109. 


Westvaco Inspirations 
Tells Story of Alphabet 


Evolution of the alphabet, de- 
picted in the pageantry of ancient 
symbols and modern design is the 
subject matter of the latest issue of 
Westvaco Inspirations, graphic arts 
quarterly published by the West 
Virginia Pulp and Paper Co. 

The new issue came into being 
because of the response to three 
previous issues, now out of print, 
each of which carried the alphabet 
series in part. To satisfy the de- 
mand, the A to Z series was put to- 
gether on 32 pages to make up the 
largest issue of Westvaco Inspira- 
tions ever published. 

- for more details circle 840, page 109. 


Ribbon and Crown 

. Insigne designed 
for the 
Confectioners Assn., 
by Gerald Stahl As- 
sociates, New York, 
is “‘to build con- 
sumer recognition 
for the high stand- 
ards of quality 


National 


maintained by mem- 
bers of the NCA.” 


Sweeping Changes . . . Coordination of 
brand and company identification was 
what the E.R. Wagner people of Milwau- 
kee wanted in their new trademark. 
Primary objective was to find a design 
that would reflect Wagner's ‘65 years 
of experience in producing quality prod- 
ucts.’’ Brooks Stevens Associates, Mil- 
waukee industrial designers, settled for 
use of jewel-like medallion as link of 
products with company. 


Automatic Stapler 
New from Thomas 


An automatic stapling machine 
with portable features has been in- 
troduced by Thomas Collators Inc., 
100 Church St., New York. 

The stapler can be integrated with 
the operation of the same firm’s 
Gathermatic collator, providing ful- 
ly-automatic collating and stapling. 
It can also be used independently as 
a hand-fed unit. 

Standard equipment includes an 
automatic counter and jogging table. 
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Estimate, Invoice Forms 
Developed by Ad Agency 


A Long Island advertising agency 
has designed estimate and invoice 
forms to enable an advertiser to see 
at a glance exactly where and how 
his advertising dollar will be spent. 

Each form contains a listing of 
48 services and materals, any or all 
of which might be required in the 
creation and/or production of a job. 
Included in the list are such items 
as consultation, models, color sep- 
aration, electros, crating, market 
survey, etc., with space provided 
next to each item for the cost to be 
inserted by the agency. 

Copies are available from the 
agency, Herbert Haines Advertising, 
84 S. Bayles Av., Port Washington, 
N.Y. 44 
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| Preferred Sources for 
SERVICES AND SUPPLIES 


BINDERS 


This Clipboard is Different! 


just 956 in lots of 1000 


It's a clipboard, with sure-grip clip it's a kit, with 
two large pockets to hold loose material. It's a colorful 
sales promotion piece, with individually styled cover 
Made of rugged virgin vinyl, in wide choice of colors 
Letter and legal size. Prices include one-color printing 
Companion pieces also available—DESKIT with pock- 
ets, no clip CONFERENCE KIT with one pocket 
and integral note pad 


Send for samples and quantity price lists 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenue Pittsburgh 19, Pa. COurt 1-6657 


HELP WANTED 


Reputable, recognized land developer wants high cali- 
bre advertising firm willing to invest their time and 
money for ma order sales of Florida land ranging 
from lots to 5 acre tracts. Agency works on sales 
commission basis which provides maximum incentive 
This is a tried and proven method, neighboring com- 
petitive deals have produced six figure agency profits 
All land offered is high, dry and choice. Agency must 
have direct mail know-how and financial backing 
Write Box 52, c/o Advertising & Sales Promotion 
200 E. illinois St., Chicago 11, IIlinois 


DECALS 


BARRON'S DECALS 


Water, Varnish, or Dry, Waterless 
Decals, Any Size or Quantity. Pres- 
sure Sensitive Signs and Trademarks 
in Vinyl, Mylar, Scotchlite. 


J. G. BARRON DECALCOMANIA CO. 
333 N. Michigan Ave., Chicago, Ill. 


COLOR POST CARDS 


BEST BUY!! 


3,000 SN ee eA 


ALL SIZES of CARDS 


JUMBO — RETURN REPLY — CATALOG SHEETS | 


Original Photography to Finished Postcard 
Fast Service Available 
Write for Price List and Samp 
CORONA COLOR STUDIOS 


2 W. 46th St. New York 3 
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MANIKINS 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 
work 24 hours a 
day without tiring. 
Complete selection 
of ladies’ men’s and 
children’s figures. 


MADISONIA MANIKINS, INC. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 


TAGS 


Merchandising 


Free-Tag Kit 


Color Counsel, 


Art, Copy, 
Surveys 


Tag and Label Division 
Rothchild Printing Company Inc. 


52 East 19th Street New York 3,.N.¥. ORegon 7-5150 


ADDRESSOGRAPH PLATES 


NEW PLATES NEW FRAMES 


for your Speedaumat and addressogroph 
all styles available — immediate delivery 


DEAN FORREST CO. 


7 Foster Street Revere, Mass. 


COPYWRITING 


COPYWRITING STUDIO 
Confidential Work 
Add 26 copy experts to 
your staff—but not to 
your payroll—get a 
top creative team for a 
pre-agreed per-job fee. 


Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison /ny 16 


ART SUPPLIES 


DALTON 
‘*‘admaster”’ 


100% rag layout end viwelising ped. 


3-D DISPLAY LETTERS 


3-D LETTERS FROM FRANCE 


Free Samples 
& Catalog 
Grace Letter Co., Inc. 


77 Fifth Avenue, Dept. 0 
New York 3, N.Y. 
Watkins 4.0850 


ALPHABETS 


IDEA SOURCES 


ee / {rx a SOLS 


A newsletter of creative sales ideas 
Here's a new monthly idea bulletin which will 
supply dozens of effective sales promotion ideas to 
help “‘open doors" for your salesmen 

Send today for your free copy. 
FREE AMERICAN MARKETING SERVICES Inc. 
———— 610 Newbury St. @ Boston 15, Mass. 


ADVERTISING SPECIALTIES 


NEW SLIDE-LOK LOOSELEAF CATA- 
LOG COVER; NO PINS, NO RINGS. 
Sheets slide in, slide out for easy load- 
ing or changing. Replaces tang binder, 
takes all 8% x 11 punches; 13 colors or 
tailor made. At your stationers or write 
for free sample. SLIDE-LOK BINDER, 
E718 First Bank Bldg., St. Paul 1, Minn. 


TITLE INDEXES 


Made with special 
titles or choose 
from a wide variety 
of standard titles. 
From your printer 

or write for infor- 
mation and samples. 


6. J. Aigner Company 
426 S. Clinton St. 
Chicago 7, il, HA 7-7414 


to new sales peaks by spot- 
lighting your advertising 
product or service in 


Advertising & 
Sales Promotion 





Circle 801/P-O-P Displays 
. Perma Wire Display Corp. releases 
a booklet showing some of these units. 
(Page 34) 


Circle 802/Motion Units 
. are shown in a booklet from Haft & 
Sons. (Page 35) 


Circle 803/Lay-Out Sheet 
. « Kleen-Stik Products Inc. releases a 
diagrammed sheet for 3-D layouts. 
(Page 26) 


Circle 804/Bank Ads 
. . » Salescaster releases a book of various 
(Page 27) 


Circle 805/Display Magnet 
. Memo Minder introduces a strong 
magnet for use with display literature. 
(Page 27) 


Circle 806/Paramount TV 
. . production facilities are described in 
a booklet. (Page 41) 


Circle 807/Visual Controls 

. . . for a wide range of businesses are 

described by Pryor Marking Products. 
(Page 41) 


Circle 808/Visual Aids 
. .. Advance Furnace Co. releases a fold- 
er on the Optivox Easel. (Page 41) 


Circle 809/Xerox Brochure 
. . . Xerox Inc. releases a brochure on its 
copying equipment. (Page 61) 


Circle 810/Flashlight Clipboards 
. Mutual Engineering & Mfg. Co. re 
(Page 65) 


leases a descriptive folder. 


Circle 811/Color Key 
. the new 3M Brand Color Key system 
is described in a folder. (Page 86) 


Use these return cards 
for your copy of publications 
mentioned on this page 


An 
a2 


Circle 812/Marking Brochure 
. the importance of good marking sys- 
tems is discussed by Markem Machine Co. 
(Page 72) 


Circle 813/Centennial Items 
. . . Bull Durham offers a catalog of ap 
propriate specialties. (Page 86) 


Circle 814/Fishing Premiums 
. . . South Bend Tackle Co. releases an 
illustrated catalog. (Page 88) 


Circle 815/Jewelry Awards 
- . an illustrated folder is available from 
the Robbins Co. 


810 811 
815 816 817 
820 821 822 823 824 
826 827 828 829 830 
831 832 833 834 835 836 
837 838 839 840 841 042 
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If you do not have a personal Ad- 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (U.S., 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 


Chicago 11, Ill. 


Advertising & Sales Promotion 


READERS’ SERVICE 


Circle 816/American Soldier 
- @ promotion piece from Curtis Paper 
pictures George Washington's time. 


(Page 101) 


Circle 817/Standard Italic 
... and Standard Medium Italic are shown 
in a folder from Amsterdam. (Page 102) 


Circle 818/Name Selection 
. . . SBC Data Processing is described in 
an IBM publication. (Page 102) 


Circle 819/Impact Formula 
. . » printing on colored paper is explained 
by Whiteford Paper Co. (Page 102) 
*Please print or type information below 
NAME 
TITLE 
COMPANY 
PRODUCTS SOLD 
ADDRESS 
CITY & ZONE 


*Note: inquiries for items listed 


not serviced beyond Nov. 1, 1961. 


No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 


Chicago, Ill. 





AA 
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Circle 820/Card Mercantile 
- American Type Founders is again 
casting it and offers specimen sheets. 
(Page 102) 


Circle 821/Text Papers 

- « @ guide to the ordering, handling and 
use is offered by the Manufacturers 
Group. (age 102) 


Circle 822/Web Ofiset 
. . . Oxford Paper Co. discusses both sides 
of this type of printing. (Page 102) 


Circle 823/Process Color 
- @ booklet from World Color Inc. 
shows examples of its four-color process. 
(Page 103) 


BUSINESS REPLY CARD 


First Class Permit No. 95 


Readers’ Service Dept. 


Advertising & Sales Promotion 


200 East Illinois St., 
Chicago 11, Ill. 


803 804 805 

810 §=68il 

815 816 817 

820 821 822 823 


825 826 827 828 829 


Advertising & Sales Promotion 


READERS’ SERVICE 


Circle 824/Outstanding Printing 
. @ portfolio of samples is issued by 
American Writing Paper Corp. (Page 103) 


Circle 825/Walbaum and City 
. . . two imported typefaces are shown by 
Amsterdam Continental. (Page 103) 
Circle 826/Type Guide 

. » @ companion piece to its type book is 
offered by Monsen. (Page 104) 


827 to 838/Circle the appropriate number 
for infermation on these items, which are 
described in more detail in the report on 
Paper Sample Books, on pages 104-105 


827/Old Deerfield Bond (Page 104) 


No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 


Chicago. Ill. 


*Please print or type information below 


PRODUCTS SOLD 


832 833 834 835 
8400 841 


ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 


not serviced beyond Nov. 1, 1961. 


828/Artemis Text & Cover (Page 104) 
829/Beckett Brilliant Opaque (Page 104) 
830/KVP Litho Parchment (Page 104) 
831/Carlton Bond (Page 105) 

832/Riegel Jersey (Page 105) 
833/Beckett 1848 Traditional (Page 105) 
834/Pericles Opaque (Page 105) 
835/Millers Falls Ezerase (Page 105) 
836/Wausau Index Bristol (Page 105) 
837/Opaque Parchment (Page 105) 
838/New Finch Offset (Page 105) 


Circle 839/Self-Sticking Labels 
. . - Brown-Bridge Mills Inc. offers a swatch 
book of its label papers. (Page 105) 


Circle 840/Westvaco Inspirations 

- « Evolution of the alphabet is the 
theme of the external magazine of West 
Virginia Pulp and Paper. (Page 105) 


Circle 841/Opening Doors 
. . » American Marketing Services offers 
samples of its sales newsletter. (Page 50) 


Circle 842/Mail Inserter 
- @ folder describes the Friden-Ertma 
mail inserter. (Page 50) 


Circle 843/Cost Planning 

. .. Ambassador Mail Advertising offers a 

wall chart showing letter production costs. 
age 50) 
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Use these return cards 
for your copy of publications 
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SCOTT, FORESMAN & CO. adds its name to the growing list of publishers who use Vinyl ‘‘PX’’ Cloth with this handsomely bound textbook, ‘‘Wide, Wide 
World’’, printed by Mid-City Lithographers, Inc., Chicago; finished by Paper Converting and Finishing Co., Chicago; binding by L. H. Jenkins Inc., Richmond, Va. 


It’s clear, crisp, colorful-it’s vinyl PX° cloth 


Count on sparkling clarity of print, design, and 
colors with Du Pont vinyl-impregnated ‘‘PX”’* cloth. 
Its snow-white surface is uniform ... gives a better 


Standards and Specifications for textbooks. For in- 
formation and samples, write: E. I. du Pont de 
Nemours & Co. (Inc.), Fabrics Division, Depart- 
lay of ink, superior adhesion. Durable, too. Vinyl ment AR-9, Wilmington 98, Delaware. 

‘*PX”’ cloth is ten times more scrub-resistant than “Res: US. Pat. Of 

pyroxylin materials of the same grade . . . can take 

roughest service. It meets Commercial Standard CS- — BETTER THINGS 
57-40 and the Official Minimum Manufacturing ++ ee 


REG. U.S. PaT. OFF 





IN ANY STORE YOUR REVOLVING DISPLAY “STEALS” EVERY 
Waseem em aS 
BRILLIANTLY! USES NO ELECTRIC BULBS OR CURRENT! 


This startling new plastic “light-stealer” has a luminosity not remotely possible from paper danglers. The answer is — Ullman Full 


Color Transparencies! Delivered to your field man completely set up, ready to hang. Can be hung in any store within 2 minutes... 


no ladders or other paraphernalia needed. In each carton of 25 we supply an ingenious device for installing on ceiling fixtures, no 
matter how high. Use ANY kind of picture or type copy. Available with 3 sides, each 16” x 13/2”... or can be made with 4 sides. Eco- 


nomical prices for small quantities, and under $1.50 each inreasonable quantities. Write for samples or call our local representative. 


ULLMAN GRAVURE, INC., 


)E ier us sHow you HOw 10 319 McKibbin St., Brooklyn 6, N.Y. 
(= Hight Up Your Promotion Program A division of The Uliman Company, Inc. 


Y HYacinth 7-3700 Established 1888 
FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES — SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 


FOR LOCAL INFORMATION Atlanta, Ga, — Trinity 4-1672 Cleveland, Ohio — Prospect 1-0224 Minneapolis, Minn. — Federal 9-7881 St. Louis, Missouri — Pershing 1-5143 


ambridge, Mass. — University 4-4500 Oalias. Tex. — Fleetwood 1-0625 New York, N. ¥. — Hyacinth 7-3700 San Francisco, Cal. — Exbrook 7-0294 
CALL THESE NUMBERS: Chicago, ill. — Graceland 7-3121 Hannibal, Missouri — AC 1-6300 Pasadena, Cal. — Murray 1-0477 Seattie, Wash. — Main 4-7756 
Cincinnati, Ohio — Parkway 1-5100 Miami, Fla. — Highland 8-9802 Rochester, N. Y. — Butler 8-2550 Or contact ovr Home Office. 
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